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: Na t 10 n al Where to go, what to do 


in New Orleans ... . . . p85 


Petroleum .....:..... 
Ne Ww ee, There’s bigger money for 


dealers in wax-polish . . . p79 





AUTOMATION _ How fuel oil men can use it... page 109 


How an agent designed and built a $15,000 station . . . page 94 


How two TBA warehouses do the work of 14. . . page 124 


How to cash in on the boating boom ... page 75 
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COMPACT-ACCESSIBLE [~ 
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This new Standard Oil Company of California tank truck has identical Brodie 
BiRotor Meters on each side. Brodimatic Quantrols may be preset to deliver exact 


gallonage automatically. Note easy reading counter, visible from any position 


a8 
iL is 
Compact Brodie Meter design allows full utilization 
maintaining complete accessibility 
delivery equipment 


of space while 


Complete meter and hose cabinets on both sides speed delivery in any 
for operation and 


maintenance of location — leave rear clear for handy low-level barrel and product rack. 
B rodie BiRotor Meters combine high sustained accuracy with minimum maintenance. 
This is the result of vibration-free balanced design, and double case construction which 
protects the measuring element from external damage or effects of piping strain and 
road shock. Whatever your tank truck or loading rack problems—you’ll find it profit- 
able to talk them over with the Brodie Metering Specialist —- as near as your phone. 


803 


\\ 


Bropie 2 METERS 


RALPH N. BRODIE COMPANY - San Leandro, California, U.S.A. 


DALLAS 7, TEXAS CHICAGO OFFICE: 
167 Parkhouse St. 1227 Circle Ave., Forest Park, Ill. 
REPRESENTATIVES WITH STOCKS AND SERVICE 


MT. VERNON, WN. Y. 


SEATTLE 9, WASH. 
550 So. Columbus Ave. 


221 9th Ave. N. 
PACICITESS Ie 201 


LOS ANGELES 22, CALIF. 
5401 Sheila Street 


PRINCIPAL CITIES 
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Extra driving for pleasure means bo- 
nus gallonage at the pumps. 


That is why Ethyl’s current adver- 
tising is spotlighting the fun for all 
that can be found within an easy drive 
of every car owner’s home. These areas 
of enjoyment are dramatized in the 
advertisements as ‘“‘Magic Circles’ 
for motoring pleasure. 

This advertising—part of Ethyl’s 
continuing Market Expansion Pro- 
gram — appears in full-color each 
month in LIFE, LOOK, SATURDAY 

















EVENING POST and SUNSET. The 
strongly-accented theme of the series 
is: “Drive More—It’s Fun to Explore 
Your ‘Magic Circle.’”’ 

The ‘‘Magic Circle Travel Clinic,” 
too—a weekly public service feature 
for newspapers—helps to arouse inter- 
est in seeing the country by car. 

The “Magic Circle’ Program offers 
plenty of opportunities to increase 
service station business. Your Ethyl 
Representative will be glad to discuss 
them with you. 


PETROLEUM NEWS 


Ethyl Corporation 


New York 17, N. Y. 





. FULL UNRESTRICTED FLOW * EFFORTLESS MOVEMENT 
GREATER LOAD CARRYING CAPACITY * ‘‘O’’ RING SEALED 
CONTAMINATION FREE OPERATION * PERFECT ALIGNMENT 


The wide range of sizes and styles of OPW BALL a ‘ea sone 


BEARING SWING JOINTS offers many and varied 
applications for safely handling liquids of diversi- 
fied viscosity at required temperatures and working 
pressures. 


Millions of gallons of all types of liquids are moved 

daily in flow lines where perfectly sealed, rotating No. 30X53 Ne. 3OFXS 
OPW Swing Joints provide an almost limitless range 

of flexible operations. 


Join other users of OPW Swing Joints. Youfcan also 
realize economies in your liquid products handling. 


| af go -X we OT- 1 t- lhele mm att - | 
provides engineering data, sizes, 
styles, recommendations 
and prices. 














OPW CORPORATION 2735 COLERAIN AVE., CINCINNATI 25, OHIO 
Kirby 1-5400 
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National 
Petroleum News 


Top of the Month... 





Contents for May 


Showdown coming on the private brand-major spread? 


Some majors say they’re moving to reduce the traditiona 
Some major y they ng t 1 the tradit | 


they’ve heard it before. Here’s the latest report 


spread. Private branders sa) 


page 82 


Automation can streamline your fuel oil business 


And you don’t need to pay big money for it. This report tells you how large and small fuel oil 


operations can use automation profitably 


page 109 


Can you save money on your TBA distribution? 


Esso Standard did it by cutting 14 warehouses down to two. Results: lower capital investment, 


less personnel required, faster turnover 


Month in Full... 





GENERAL 
How to cash in on the pleasure boat boom 
Jersey’s latest: Gaseteria is Oklahoma now 
How dealers can make more money from wax-polish 
Major man warns, ‘Don’t tread on me—anymore’ 
Oil man’s guide: Where to go in New Orleans 

MANAGEMENT 
How Spur hit the jackpot 

STATIONS 
How an agent built his own station for $15,000 

BULK PLANTS AND TERMINALS 
Why a new $1.6-million terminal is paying off. 

MERCHANDISING 
Ethyl’s Magic Circles: The object is more driving 

FUEL OIL 
Automation: How fuel oil men can use it 
e Howa big oil heat firm mechanized its accounting 
e How smaller companies can get in on automation 

LUBRICATION 
Wanted: More educational effort on oil changes 

TRANSPORTATION 
Here’s how products get to market 
Work starts on Laurel pipe line into Ohio 

TIRES-BATTERIES-ACCESSORIES 
How two warehouses are doing the work of 14 
Why Amoco’s going into new tire lines 

EQUIPMENT 
Goodbye, visigage; hello, automatic nozzle 

ABOUT OIL PEOPLE 
Meet Spur’s J. M. Houghland 
... And IBGMA’s Phil Siteman 
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THE GREEN SECTION 
Ahead of the News 
Petroleum Indicators 
Supply and Demand 


DEPARTMENTS 
About Oil People 
Advertisers’ Index 
Associations 
Behind Our Headlines 
Brief but Significant 
Classified Advertising 
Editorially Speaking 
Eauipment 
Letters 
Meetings 
Money-making Idea 
Regions 
TBA 
What They’re Saying 


OIL MARKETS AND PRICES 
Market outlook 
Refinery /terminal price 
Prices by tank wagon 


Crude oil pric es 
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STOCK AND METER ATTEST PRODUCT VARIATIONS 
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Leaks! Evaporation! Inaccurate meters! Any of these 


TAKE YOUR can be a hidden cause of expensive product loss. At 


your request, a trained specialist will be glad to help 
PROBLEIUS 7O THE EXPERTS. . analyze your product loss problem and make definite 
recommendations. Additional experts are available to 
assist you with other tough problems too. For in- 


/ > 
XY yt 1] stance, help you reduce loading time . . . help select 


the best manpower available . . . help institute man- 
] © ‘ ® P 
| / ( ) yy ¢ CIA 1s ‘ {< ‘ agement procedures that make running a business 
, h « . 7 @ easier—and more profitable. 
That’s why it’s good business to do business with 
Mobil. The expert advice you get from our staff of 
specialists . . . plus top-quality branded products add 
up to a real competitive advantage for you. 


Talk to your Mobil salesman today. He’s your 
direct line to the specialists. 


Tune in “TRACKDOWN”’ every week, CBS-TV. 


YOU'RE MILES AHEAD WITH MOBIL! See your local paper for time and station. 


SOCONY MOBIL OIL COMPANY, INC.,, and Affiliates: MAGNOLIA PETROLEUM COMPANY, GENERAL PETROLEUM CORPORATION 





NEW YORK 17, N, ¥ 1h B®. 42nd St. « CHICAGO 5, ILLINOIS—-59 FE. Van Buren St. * BALTIMORE 18, MARYLAND—-1914 North Charles St. « MILWAUKEDB 1 
WISCONSIN. 907 South First St. «© KANSAS CITY 13, MISSOURI-—#25 ( nd Ave. ¢ DETROIT 32, MICHIGAN-—903 West Grand Blvd. ¢ ST. LOUIS 8, MISSOURI . 
1140 Lindell Blvd. e DALLAS 1, TEXAS-—Magnolia Petroleum Co Magnolia Building « LOS ANGBLES 54, CAL.—General Petroleum Corp 612 S$. Flower St 
Socony Mobile maintaing many other conveniently located service offices to give you close and fast cooperation f ij 
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Behind Our Headlines 





Our Own Oscars 


7. VERY YEAR since 1951, NPN has been averaging at 

~ least one editorial award a year. We began entering 
award contests in 1951. This year we won two! 

A first award in Associated Business Publications’ Jesse 
H. Neal contest went to NPN for “Today’s Jobber.” The 
individual award goes to John T. Bethell, NPN news 
editor. “Today’s Jobber,” a series of three articles, ap- 
peared in the May, June and July NPN’s last year. 

In another class, NPN won a merit award for a report 
on Site Oil, St. Louis (April, °57—p100). That was the 
first of our series on private branders, which is still run- 
ning (an article on Spur is on p88). 

Prizes like these are to us what “Oscars” are to the 
movies, the Pulitzer prizes to the general press, “Emmys” 
to television and “Tonys” to the legitimate theater. 


Your Guide to New Orleans 


H OT TIPS On where to go and what to do in New Or- 
leans during the NOJC and API meetings start on 
page 85. 

Marketers ought to find them good. They were supplied 
by resident marketers who know their New Orleans. 


That Trading Stamp Problem 


M** SURE you get your June NPN next month. In 
it will be the most complete report ever published 
on trading stamps in oil marketing. 


AWK Recess Editor 
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In Neptune Remote Control System, control 


valve at rack opens automatically when ticket is at Metropolitan Petroieum’s new Bronx Bulk Plant... 


“printed in.” 
Register at rack is accurately synchronized with 


ticket-printing register in office. These Red Seal with Red Seal Remote Control Metering 


meters are 18 years old, still highly accurate. 


Smooth, fast flow of dealers’ trucks through 12 loading bays is 
handled by one man in this modern, automatic bulk plant. Aided by 


Neptune Remote Control Meters, the dispatcher stays inside the 
office, with complete control over every delivery. 

The 12 registers in the office are accurately synchronized with the 
rack meters. When a truck rolls into a bay, the dispatcher “prints in’ 
a ticket in the proper office register. This automatically opens a 
Neptune control valve at that bay. No product can be drawn until 
this is done. The action of “printing out” the ticket closes the valve 
again. On his way out, the driver stops at the office just long enough 
to sign the ticket. 

There’s more to this story: All of these Red Seals were salvaged 
from Metropolitan’s old plant and are up to 18 years old. Instead 
of wearing out, they have mellowed into a condition of extremely 
stable accuracy. Now part of a system as modern as tomorrow, 
they're good for decades more of accurate, dependable service. 


NEPTUNE METER COMPANY 
19 WEST 50TH STREET * NEW YORK 20, N. Y. 








Wide-open run-ways speed traffic. 12 light-fuel 
bays are at this end; 16 bunker bays are at far 
end. In background is tanker unloading at “4 
terminal. am [ i 


—_ 


Red Seal Meters ... for a better measure of profit 
BRANCH OFFICES IN PRINCIPAL CITIES 


De aapainl TR AS 











How Neptune Meters Make Money and Save for Others: 


“We have 25 Neptune Meters in use now on our trucks and loading rack and find that they are the 
best that can be bought. We have used just about every type that is on the market . . .” states Mr. 
T. H. Potter, of T. T. “Tom” Potter & Son, Morehead City, N. C. 


FY ~ 


Rogers Oil Company, Raleigh, N. C., . . . a Neptune customer for 15 
years . . . have five 3-in. Auto-Stop Red Seals at their bulk plant, filling 
100 and 200-gallon truck compartments. Roger’s big business is kerosene 
fuel for tobacco curing and fuel oil for home heating. They also have 2” 
Red Seal meters on local delivery trucks. 


ee ee ie. 


25 in-plant vehicles are refueled through Red Seal 

LP-gas “compact” meter at Torrance, Calif., plant of 

National Supply Co. This fully approved LP-gas meter- 

ing system included all accessories in one safe, easy- ss 
to-install unit. ite +4587 


25 Neptune remote control meters at Esso Standard Oil 
Company's big New Haven terminal speed loading of 3 
transports and trucks simultaneously. Automatic interlocks 
prevent withdrawal of any product until authorized by lock- 
ing ticket into office register. 


Small outlay keeps New York dealer’s 32 trucks rolling: In 4 to 15 
minutes, practically any meter service problem can be fixed simply by 
substituting one of these ‘spares.’ With the truck back in service, you 
can clean, repair or renew the parts at leisure. 











New proof! Actual driving tests show 


TIRES MADE WITH 
SUPER RAYON 
WEAR UP TO 
26% LONGER! 


Now, there’s further proof that Super Rayon is 
the premium performance tire cord! And this 
will make a whale of a difference in your profits! 

Recent driving tests over actual roads, with 14 
drivers on the job, show that Super Rayon cord 
tires outwear comparable tires made with the 
With every 
variable factor carefully controlled, these tests 


other leading cord by 14 to 26%. 


TIRE RAYON 


show that tread on tires with Super Rayon wears 
longer. This superior performance is made possi- 
ble by the great dimensional stability of Super 
Rayon at driving temperatures. 

Such tests offer you further assurance of these 
facts: for safety ... for long wear .. . for smooth, 
quiet ride .. . you can’t beat today’s rugged new 
Super Rayon! 


AMERICAN VISCOSE CORPORATION, 350 Fifth Avenue, New York 1, N. Y. 


CORD =X 


worn out at 24,000 miles 


RAYON 


going strong at 31,000 miles 
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Letters 


What readers think of Conoco'’s experiment 


in percentage discount pricing . . 


insurance ... 


Conoco Pricing 

> I was interested in the NPN article 
on Continental Oil Co.’s new pricing 
structure (NPN—March, p105). I am 
sure most jobbers will welcome this 
move although they may not agree in 
its entirety. One of the problems that 
could exist is the time element in 
the price changes in effect in certain 
territories. 

I am of the opinion that this move 
indicates that the major suppliers are 
interested in the jobber’s problems, 
and though it may not be the cure-all, 
it will go a long way in developing 
a better relationship between the job- 
ber and supplier. 

JOHN C. HOWREN 
President 

Holston Oil Co. 
Johnson City, Tenn. 


& It is an interesting experiment and 
a subject much discussed by jobber 
associations. The percentage margin 
idea does have some merit, but I have 
always felt that it would be unwieldy 
in application. 

The angle of basing on retail prices 
is interesting, too, because during the 
past year retail prices have pretty well 
controlled selling prices to jobbers 
whether we like to admit it or not. 
The question of selecting a fair retail 
price is a hot one. 

C. W. SMITH 

Sales Manager 

Cosden Petroleum Corp. 
Big Spring, Tex. 


& This new pricing plan looks as if 
it might have some advantages over 
the old plan. It is a little better than 
our plan with Phillips Petroleum Co. 
in which we stand 30% of the 
temporary dealer discount. It looks 
like it would give both the jobber 
and dealer a little better margin down 


. ideas on 


pro and con on Dow's survey 


to the .025 for jobber and .045 for 


the dealer. 


I still do not think that a jobber 


or dealer should have to take a loss 
of margin due to price wars unless he 
has helped create the disturbance. 
In that case he should not receive 
any protection. 

The big boys could end these price 
wars if they wanted to. If something 
is not done soon to stop the price 
wars and overbuilding of stations, we 
are all going to go broke trying to 
keep broke dealers in our stations to 
keep them open. 

E. F. Crrres 
Crites Oil Co. 
Fort Worth 6, Tex. 


& This is quite a departure from the 

industry’s conventional pricing me- 

thods, and we are vitally interested 

in seeing how this plan works in 

actual practice. We have reservations 

about certain features of the plan, 

but are extremely interested in any 

new developments in connection with 
petroleum pricing methods. 

L. Ray, 

Vice President, Marketing 

Esso Standard Oil Co. 

New York 


Are You Covered? 
® The Kirschner article covering 
insurance (March, p135) is an excel- 
lent one On a very important topic 
frequently overlooked by many small 
jobbers. 


I am reminded of another condition | 
one which is becoming | 


not covered, 
of increasing concern. | am speaking 
of the potential liability assumed by 
the fuel distributor on accounts on an 
automatic delivery or keep-fill basis 
when, through some human error, a 
delivery is not made when required, 
causing the customer to run out of 


COMING YOUR WAY NEXT MONTH 
@ Trading stamps—where do we go from here? 
@ How your dealers can make bigger profits on batteries 
@ What oil heat customers think of oil heat 


May, 1958 * NATIONAL 


PETROLEUM NEWS 





Superior quality forged body 
— precision machined 
Uniform wall thickness 
—no weak spots —,) 
Extra heavy reinforcing rim f 


lorger diameter cam ears 
for longer service life 


Hi-Strength 
forged 
handles 
—greoter —greater 
economy = and 


longer 

service 
Uniform heavy 
wall thickness 


=—no weak spots 

Sunnie quality forged body t 
— precision machined 
— accurate tolerances 


Recess retains gasket 
in coupler and ossures 
proper placement 


your best buy is 


EVER-TITE 
-the best quality 


quick couplings 


Bronze 
Aluminum 
Stainless 
Carbon 
Malleable 
Hastelloy 


You save time and 
money when you use 
EVER-TITE 
COUPLINGS, because 
you get speedy 
deliveries—no leaks. 
The tightness is 
F predetermined in 
manufacture so you 

EVER-TITE can be sure with 
Adopter EVER-TITE. 

ond The EVER-TITE 
Coupler & trademark is a 
hallmark of 
dependability. 
EVER-TITES do the 
best job in the trans- 
fer of every type of 
product through 
hose or pipe. 
Get EVER-TITE and 
get the best. Ask your 
distributor now. 
EVER-TITE COUPLING CO. INC. 
254 West 54th Street 
New York 19, N. Y. 


a 


if EVER-TITE 
Standard 
Adapter and Coupler 


EVER.-TITE 
Shank 
Hose 
Coupling 


Dust Plug 


EVER-TITE Dust Protectors 


9 






















































































tay STEBER We SEU aan 


Sales and Engineering Offices in Principal 
Cities for prompt, efficient cooperation 


(=e TELCO, in. 
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Letters 


oil and the water pipes in the house 
to freeze. 

This is aggravated in some cases 
by the absence of the owner when the 
house is unoccupied and the damage is 
not discovered until some later time. 

Insurance coverage for this type 
of accident, in essence an act of 
omission, is not generally given in 
the extended coverage policies as 
purchased by most jobbers. In view 
of the experiences of some of the 
New England distributors, fuel dis- 
tributors operating on an automatic 
delivery basis should review their in- 
surance coverage to determine their 
protection in such incidents under 
their present policies. 

W. D. RotH 
Dahl Oil Co. 
Norwich, Conn. 


& Your report on questions a jobber 
should ask himself regarding an in- 


surance program makes sense. We LOW-PROFILE 


have been doing those things and “ay 
find them helpful. LIFT : 39 laches 
We also have our program review- in to in 
‘odi ‘al i , f tires. 
ed periodically by impartial insurance “ e 
experts to make sure that all risks are | Regardless of Make or Model— 
covered and that rates are in line. whether U. S. or Foreign made, 
This is a service provided through | the CURTIS low-profile lift will 
the North Carolina Oil Jobbers Assn. accommodate all cars, sport or ; 
I would recommend it to other job- stock cars .. . new and old. Total runway height only 47%”; 
bers. Runway surface height only 2''o”. 
HARDIN KIMREY 
Sampson Bladen Oil Co. 
Clinton, N. C. 











®& Too many jobbers are prone to 
wait until IT happens to find out 
whether they are covered or not. Why | 
don’t state associations of insurance : FRAME TYPE LIFT 

men analyze oil jobbers and print a ; 

list of all exposures with cost rates ; WITH 360 

from which we can choose our pro- i ROTATING SWIVEL ADAPTERS 
tection? It could well be a package | 

containing the basic needs of all, plus | The new 360° rotating swivel adapters on the CURTIS 
the opportunity to select types of in- frame type lift adds flexibility to your service depart- 


surance peculiar to area and account. ‘ ne : ‘ 
ae ws Ms ment. Rotating and sliding adapters easily reach all lift- 
An insurance consultant is good, but 


not available in most communities | ing points; lifting pads are adjustable to 3 heights to 
where jobbers operate. assure proper clearance for all cars and light trucks. 
Jim HerRRioTT | Pads can be located anywhere on swivel arm. 
Jones-Herriott Oil Co. | 
lowa City, lowa 


& I realize that this article pertains 
solely to the coverage that would 
protect jobber Kirschner and his busi- OUR 104th YEAR 
ness. However, I would suggest that 

he look into group life and hospitali- MANUFACTURING COMPANY 
zation insurance for himself and his PNEUMATIC DIVISION 


employes, which I feel is necessary | 1965 Kienlen Avenue, St. Louis 20, Missouri 
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CLOTHING 
INDUSTRY 


The Lee working wardrobe — A com- 
plete outfit — Good looking, practical, 
money saving uniforms. Worn and 
preferred by men on the job. Wear 
tested to give greater satisfaction. Lee’s 
20 Tough Tailored extras stand up 
under hard use, countless washings. 
Lee Tailored Sizes are proportioned for 
perfect fit, and they are comfortable 
for any height or build 


7 Lee Sales Divisions! 


Largest staff of trained consultants in 
the industry assures you of efficient 
service, whether your needs are large 
or small. Call or write the nearest Lee 
Division Office; a salesman will contact 
you promptly. 


H. D. LEE COMPANY, INC. 


WORLD'S LARGEST MANUFACTURER 
OF SERVICE STATION UNIFORMS 


General Offices: 117 W. 20th St., Kansas City, Mo. 
Sales Offices at Chamblee, Ga., South Bend, Ind., 
Minneapolis, Minn., Dallas, Texas, Trenton, N. J., 
San Francisco, Cal. 
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Letters 


to any well rounded insurance pro- 
gram. If he does not have enough em- 
ployes to qualify for his own group, 
his state jobber association probably 
has a program that he could enter. 
A. M. HERINGER, JR. 

President 

Arkansas Jobbers Assn. 


Dealer Motivation 


& | don’t think the depth motivation 
study of dealers, sponsored by Dow 


Chemical Co. (NPN—Feb. ’58, p114) 

is sufficiently scientific to be accept- 

able because too few stations are 
represented. 

Major marketing executive 

(Name withheld on request) 

P. S. I read the original report and 


feel they used a lot of words to say 
very little. 


& We found the study rather diffi- 
cult to follow and in some respects 





EASY OPERATION® Fleyip, 


OILCO 


Spring- Matice 


SIMPLIFY 


j 
i 


TRANSPORT 


LOADING 


No. 450-AM 
3” and 4” 


Oilco Spring-Matic No. 450-AM provides all the 
elements for trouble-free loading, ease of operation, 
compactness, greater flexibility, less evaporation 


losses, and minimum cost. 


Available in different models and sizes 
to meet all applications 


Representatives in all leading cities, U. $S. and Canada 


OIL EQUIPMENT MANUFACTURING CO. 


INC( 


ORATED 
3100 VERMONT AVE, 


LOUISVILLE 11, KY 
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it seems contradictory. We found your 
Mr. Schroeder’s review much easier to 
read and understand. 

I have compared my views with 
those of several members of our 
marketing staff. The consensus is that 
it could have been better presented, 
and the feeling is general that it is 
unfortunate that a larger sample, 
perhaps 200 dealers, well distributed 
throughout the country, was not used. 

But it is my personal conviction 
that Dow Chemical Co. has rendered 
the retail marketing division of the 
industry a valuable service in releasing 
Dr. Black’s study. It will help us 
to understand our dealers and why, 
thus far, we have failed to enlist 
their active cooperation in brand 
recommendations and more positive 
sales efforts. 

D. M. HILLs 

Manager, Market Development 
Sinclair Refining Co. 

New York 


B® You have given the study an added 
vitality by your way of organizing 
the flow of the various factors in- 
volved, thus creating somewhat of a 
new perspective without losing or 
detracting from the intent of the 
Original. 

One point bothers me a little. That 
is the juxtaposition of Garland Fritts’ 
statement relating to the positive re- 
actions to the study and the charge 
that the study is based on too low a 
sample. Although Gar’s statement is 
interesting in and of itself, logically 
speaking it does not answer the 
charge; it merely gives a kind of prag- 
matic assent. Small samples and small 
sample theory have to stand on their 
own feet regardless of whether people 
like the outcome or not. 

Percy BLACK, PH.D. 

Director 

The Social Attitude Survey, Inc. 
Yonkers, N. Y. 


Dr. Black, head of SAS, directed the 
survey for Dow. 


... Conoco! 


THIS IS THE SIGN that won second 
prize in the gasoline and oil class 
of a contest sponsored by the Art 
Directors’ Club of Chicagg, ,Because 
of an error by Outdoor Advertising, 
Inc., the wrong Conoco sign appeared 
on page 142 of NPN’s April issue. 








| 
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Q) Advanced models from which to choose 
® 


CONSUMER-COMMERCIAL PUMPS 
for FLEETS, FARMS, SERVICE STATIONS, INDUSTRY, etc. 


For WHore efficient and 
profitable dispensing of 
petroleum products 


There's a Wilson pump, hand or 
electric, for every size consumer- 
commercial account. Manufacturing 
GASBOYS, KEROBOYS, OILBOYS, 
AND ROTABOYS for the Oilman is 
our full-time business... This 
specialization is the reason for the 
overwhelming popularity of Wilson 
pumps and outfits. 


Backed by over a quarter of a 
century of engineering and manu 
facturing experience... every pump 
and outfit is designed, engineered, 
machined, assembled, tested and 
shipped from within our modern 
plant... all adding up to greater 
value and performance for GASBOY 
KEROBOY, O!LBOY, and ROTABOY 
users 


Write for complete catalog today, 


WILLIAM M. WILSON’S SONS, INC. 
LANSDALE, PA. 
MANUFACTURERS OF GASBOYS KEROBOYS. OILBOYS AND ROTABOYS 








. J. KILLNON, owner of Killmon’s 
Tydol Service. 


? 


THIS NATIONAL CASH REGISTER provides departmental sales records 


that make it possible to tell immediately which departments are show- 


ing a profit. 


“Our Galional Charge-Posting System 
saves us *2,800 a year... 


pays for itself every 9 months!”’—xinmon’s Tydo! Service 


Pocomoke, Md. 


“Our National Charge-Posting Sys 
tem gives our customers complete 
confidence in our handling of their 
accounts,’ writes E. J. Killnon, 
owner of Killmon’s Tydol Service. 
‘‘Whether a sale is for cash or 
charge, our customers receive fast, 
accurate service. 

‘‘Because our records are ma- 
chine-posted, we always know how 
much each customer owes, merely 
by looking at his statement. We no 


longer have losses from misplaced 
or forgotten charge slips. Actually 
we save more than 2 hours every 
day on book work alone. 

“As a result of this increase in effi- 
ciency, our National Charge-Posting 
System saves us more than $2,800 a 
year, pays for itself every 9 months!” 


tO 


owner of Killmon’s Tydol Service 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


989 OFFICES IN 94 COUNTRIES 


Your service station, too, can enjoy the 
time- and money-savings made possible 
by a National System. Nationals pay 
for themselves quickly through savings, 
then continue to return a regular yearly 
profit. For complete information, call 
your nearby National representative 


today. He’s listed in the yel- 
low pages of your phone book. ¥ ag," 


“TRADE MARK REG. U. §. PAT. OFF. 


CASH REGISTERS * ADDING MACHINES 
ACCOUNTING MACHINES 


wer paper (No Carson Reauinen) 
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Money-Making Ideas 


A personal touch that pays... selling by 


symbols... new incentive twists . . . 


A PERSONAL WORD keeps cus- 
tomers coming back. Maybe your 
dealers are trained to say “Thanks” 
for sales on the driveway. But what 
about written communications? Make 
it a point to write “Thank you” on the 
bottom of all bills and invoices. It 
will take a second or two longer, but 
may bring a lot more casual visitors 


back. 
$ 


BAD CHECKS are on the rise again. 
Here are some simple rules that may 
help your dealers avoid bad check 
losses this year. (1) Get positive iden- 
tification and local references; (2) in- 
sist that all checks be endorsed in 
your presence, even if they’re already 
signed once; (3) Never honor checks 
signed in pencil or rubber-stamped; 
(4) Take your time. Don’t allow check 
cashers to hurry you; (5) If there’s 
the slightest doubt, don’t cash it. 


SYMBOLS SELL products. Your 
supplier’s brand mark is an impor- 
tant symbol for you, but you can 
back it up by choosing a local in- 
terest symbol to identify your stations 
and vehicles. For instance, in a town 
with a colonial history, a minuteman 
symbol might be just the thing, and 
could tie in with a quick service 
theme. In farm country, try a plow; 
in an industrial town, an anvil. 
Nearly every community has some- 
thing it recognizes as its own, and you 
can make that something work for 


you. 


DON’T THROW AWAY the stones, 
nails, glass or other hard objects you 
dig out of tire treads while cars are 
on the hoist. Put them in a plastic 
bag, then place the bag on the front 
seat with a tag telling about the extra 
service. 


This is not the neighborhood candy peddler plying his trade. This is 

a fuel oil driver for Griffin Fuel Co. of Seattle, Wash., making friends 
for his company and assuring youngsters’ safety while he makes a delivery. 
All drivers for the company are armed with a generous supply of lollypops. 
Before hauling the hose to the fill-pipe, a driver passes out candy—or some- 
times a pencil or balloon with an advertising message—and asks kids to 
stay a safe distance from the truck while he makes his delivery. The system 
works: Griffin hasn’t had one accident with children since it started the 


gooey give-away. 
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FLAG DAY IS JUNE 14. You 
can celebrate the day and build 
good will at the same time. Fly 
three flags over your bulk plants 
and stations—the national flag, 
your state flag and your company 
flag. Cities Service does this at its 
Cedar Rapids, Iowa, bulk plant 
and gets good reactions from 
townsfolk. For many of them, it’s 
the first time they've seen the 
Iowa state flag. 


$ 


SALESMEN’S UNIFORMS can help 
you sell products on the driveway. 
Esso Standard Oil Co. is offering a 
sleeve emblem to dealers. It’s a small 
patch reading “Try Golden.” When- 
ever an attendant cleans a_ wind- 
shield, the invitation to try a product 
is there before the customer’s eyes 
Sinclair Refining Co. uses a varia- 
tion of this idea in the form of a 
cartoon button reminding motorists 
to change oil for safety. The number 
of quick sales messages you can get 
across in this way is almost unlimited 


$ 


HERE’S A WAY to impress cus 
tomers and train employes at the same 
time. A Signal Oil dealer in San Diego 
uses long yellow streamers with a 
magnet at one end to flag the points 
that are sometimes trouble makers on 
lubrication and oil change jobs. Using 
the magnetized end, he attaches a 
streamer to the oil filler spout, oil 
pan drain plug, the transmission plug 
and the differential plug rhe 
streamers reminder to 
check each of these four points, and 
also as a reminder to put the plugs 
back in place 


serve aS a 


$ 


DEALER INCENTIVE PLANS that 
stimulate all classes of station business 
are the kind Carter Oil Co. likes 
Carter reports the case of a dealer 
who boosted gallonage better than 
40% by paying his employes Ic gal 
for all volume in excess of the same 
month a year ago. He did even better 
on other products, using the same 
quota base and paying for 
motor oil sales at 3c a quart; tire 
sales at 5%, and accessory sales at 
10% of excess dollar volume 


excess 





True Luxury Driving... 


‘Sw 


™ is sweeping the country! 








As the sizzle sells the steak, as the styling sells 
the automobile, so the appeal of true luxury 
and economy today is selling Cities Service 
gasolenes to thousands of new customers. 

Dramatically and heavily advertised, this 
enticing theme is typical of the fresh and 
powerful support that you can expect as a 
Cities Service Dealer. 

Convinced that modern oil marketing calls 
for imaginative new ideas, and certain that 
suppliers and dealers must better understand 
each other, Cities Service is now pioneering 
bold new policies to further these goals. 

As always, our aim is full cooperation, a 
fact clearly illustrated in the widely publi- 
cized assistance that Cities Service pro- 
vides dealers and distributors in such 
special problems as inventory . . . book- 
keeping ... taxes... credit... and sta- 
tion promotion, to mention just a few. 

If you'd like the full story—if you 
want to see why the growing’s great for 
’58—write Cities Service Oil Company, 

Sixty Wall Tower, New York 5,N.Y. 
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Southwest 





OUTSIDE: Conoco plays both sides of the street with its new rainbow-arch station 














INSIDE: Diners literally straddle the road. This is just one of the facilities . . . 


Somewhere Under the Rainbow 


MOST UNIQUE highway design in 
history? That’s what some call Con- 
tinental Oil’s new service center on 
the Will Rogers Turnpike in Okla- 
homa. 

Housing the world’s first* over-the- 
highway restaurant, Conoco’s huge 
rainbow arch towers 52 feet above 
the toll road at its highest point. Total 
cost of the center: about $2-million. 

The center spans the 88-mile Tulsa- 
to-Joplin road at its midway point just 
south of Vinita. It’s not far from the 
Will Rogers museum and the Grand 
Lake resort area. 


But not its only. Indiana Standard now 
has five similar (but archless) buildings on 
the 187-mile Illinois tollway 
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[he center is designed to end the 
turnpike motorist’s problem of find- 
ing a service station and eating place 
on the right side of the road. Flanked 
on both sides of the highway by a 
streamlined station and two-story 
building, the arched restaurant in- 
cludes a 400-seat main dining room, 
two private dining rooms, a cafeteria 
and a snack bar. 

The two-story building on the south 
side includes a snack bar and kitchen. 
On the north side is a western-style 
gift shop, lounge, locker rooms, offices 
and lobby. 

Each station has eight passenger-cat 
pumps, three truck pumps, two serv- 
ice bays. Both stay open 24 hours. 

Marvin Reid 


NEWS 


Regions 


The West 


Sunset's Switching 


NO MORE MARKETING for Sun- 
set International Petroleum Corp. The 
Los Angeles company has sold its 
California refinery, marketing, pipe 
line and terminal facilities. Now it will 
concentrate on crude production, says 
president Morton Sterling. 

The buyer is Golden Eagle Refining 
Co., Inc., a wholly owned subsidiary 
of Panama Refining and Petrochemical 
Co., Panama, S.A. In addition to a 
big (but undisclosed) bundle of cash, 
Sunset International acquired a stock 
interest in Panama Refining as part of 
the deal. It will also provide Golden 
Eagle with management, Sterling says. 

In the future, says Sterling, “Sun- 
set will utilize its extensive cash re- 
serves to develop existing properties, 
acquire new ones and pursue an ag- 
gressive exploration program. In tune 
with the times, and in view of our 
exceptionally strong cash position, 
special emphasis will be placed on in- 
telligent acquisition of producing 
properties.” 

Sunset’s net crude production now 
averages about 2,350 b/d, with 13- 
million bbl. of proved reserves 

Included in the deal were 25-30 
stations, some rebrand. Most, says 
Sterling, are “thrifty.” Last year Sun- 
set sold 172 stations (Craig and Gold- 
en Eagle brands) to Wilshire Oil 
(NPN—Sept. °57, p114). 


e@ For the first time in years, the 
state of Washington has awarded a 
split contract for its oil business. 

Standard Oil Co. of California won 
the contract for bulk oil products, as 
it has for the past nine years. Service 
station business, however, was divided 
between Standard and Tidewater Oil 
Co. Seven majors entered bids. 

State purchasing agent Lee Foster 
says the state will save about $150,- 
000 over last year’s contract. 


@ Union Oil’s moved. Its big new 
Union Oil Center stands on the west 
side of the Harbor Freeway, south of 
the Los Angeles Interchange. Address: 
Union Oil Center, Los Angeles 17 


@ Apache Oil Co., Farmington, 
Calif., is Shell Oil Co.’s new fran- 
chised jobber in the San Juan basin 
Apache three 
Farmington, expects to build more in 
Shiprock, Aztec and Bloomfield. Pres- 
ident J. J. DeWeerd says plans call 
for a new commercial and industrial 
department. 

(More regions on page 18 
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Regions 


The East 


Calso's Out, Chevron’s In 


CALIFORNIA OIL CO. will spend 
nearly $2-million in a two-step pro- 
gram to convert its brand from Calso 
to Chevron—brand name of the par- 
ent company, Standard Oil Co. of 
California. 

Step one will be introduction of 
Chevron gasoline at the company’s 
more than 2,100 outlets from Maine 


to Virginia. New signs and a big ad 
campaign go into action the end of 
this month. 

Step two is elimination of “Calso” 
and substitution of red-white-and-blue 
“Chevron” signs (as predicted in NPN 
—Nov. ’56, p91). That’s not sched- 
uled until mid-1959. 

After the decision to convert was 





[se ) another safety plus! 


TOKHEIM IMPACT SAFETY 


CHECK VALVE... 
control pumping systems 


for remote 


/ 


ca Fri Jel ¢ 


oli a 


SAFETY in case of collision impact 


av 


SAFETY in case of fire 


General Products Division 


Latest TOKHEIM vaive increases 
protection, stops gasoline fiow 
Instantly in case of COLLISION 
IMPACT or in case of FIRE! 


An extra ounce of prevention! ... yours 
with the fusible link in new Tokheim 
Impact Safety Check Valve, Model 1099 
—the finest, most versatile and depend- 
able automatic shut-off valve ever pro- 
duced for the purpose. Meets all fire 
regulations everywhere. 


Either a 100-lb. blow to the dispens- 
ing pedestal, or a temperature of 160° 
will activate the valve’s time-tested pop- 
pet... cuts off gasoline flow instantly. 


This Tokheim valve without fusible 
link is also available as Model 1098— 
in itself a most effective safeguard in 
case of impact alone, or impact with 
resulting fire. Both valves available with 
choice of standard threaded or dresser 
ends in 114” or 2” sizes. Contact your 
Tokheim dealer, or write for bulletins! 


TOKHEIM CORPORATION 


DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 
Fort Wayne 1, Ind. 


.1650 Wabash Ave. SINCE 1901 





Subsidiaries: Tokheim N.V,, Leiden, Holland — GenPro, Inc., Shelbyville, Ind. 
Factory Branch: 475 Ninth Street, San Francisco 3, California 


JOKHEIM 


AND ACCESSORIES 


In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge St., Toronto, Ont. 





made in March, Calso distributors 
and dealers were told of the change- 
over plans. Some like the idea of an 
East Chevron. Others, who have built 
good brand acceptance since Caloil 
set up shop 11 years ago, are not so 
happy. 

Caloil began adding the Chevron 
symbol beneath its lollypop signs 
over a year ago. Last summer it ex- 
perimented with the Chevron brand 
name at several stations. 

Standard of California president 
T. S. Petersen explains the switch this 
way: “We held up the change . 
because of the amount already in- 
vested in creating brand acceptance 
for Calso. But with Caloil growing 
rapidly, it has become self-evident 
that we must make the changeover 
now before the task of revising sta- 
tion signs and developing familiarity 
with our Chevron brand name _ be- 
comes sizeable.” 


e@ Another Esso Standard Oil Co. 
division has joined the move to the 
greener fields of the suburbs. After 
36 years in downtown Baltimore, the 
Delaware-Maryland-D. C. division has 
shifted to a three-story building in 
Towson, about six miles out. Esso says 
the move makes commuting easier for 
70% of division employes. 


e@ Heating oil people in the East 
are getting an unusual chance to push 
the economic advantages of the pro- 
duct. When suppliers cut prices this 
year, jobbers and resellers were able to 
pass the savings on to their accounts. 
Now a number of associations are 
gearing their promotions to capitalize 
on this contra-inflationary develop- 
ment. Makes oil heat look like quite a 
bargain. 


e@ Gould Oil Co., big jobber in Hy- 
annis, Mass., has sold out to its sup- 
plier, Tidewater Oil Co. E. W. Gould, 
Jr., stays on as a consignee. The 30- 
year-old jobbership includes nine 
owned stations and 75 dealer, farm 
and commercial accounts, plus an in- 
land terminal and office building. 


e@ Gulf Oil Co. is serving six coun- 
ties in Delaware, Maryland and Vir- 
ginia from a new 115,000-bbl. ter- 
minal at Salisbury, Md. The tanker- 
barge facility has 25 times the capa- 
city of Gulf’s old Salisbury plant. 


e@ After 25 years with Esso Stand- 
ard, Amos Post, Inc., of Catskill, N 
Y., is switching to California Oil. 
Post brings Caloil 60 dealers, 2,000 
fuel oil and LP-gas accounts. 

—Cornelius Brodersen 


(More regions on page 20) 
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BANANA OIL 


OR MOTOR 











can with CROWN 


Whether it be for home or industry—it’s that extra 
touch of personal service that CROWN provides. 


CROWN offers quality containers—to withstand the 
chemical composition of any contents . . . complete 
package design and merchandising assistance .. . 
modern lithography equipment and techniques . 
and experienced research and engineering service. 
Plants and offices in 18 strategic locations. 


Write for your copy of “MR. PACKAGER”’— 
information on CROWN’s precise fill control system. 
Crown Cork & Seal Company, Inc., Can Division, 
9360 Ashton Road, Philadelphia 36, Pa. 


whatever you can... call on 


CROWN CORK & SEAL COMPANY, INC. 
MANUFACTURERS OF CLOSURES, CONTAINERS AND MACHINERY 
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3 Reasons Why 


Siaie SPIFFY aah 


Are replacing traditional Service 
Station Construction Methods: 


1: 
PRECISION 


STEEL 
FORMS 


Assemble Quickly 


Cut construction time 
—No on-job modifications 


2: 


STANDARDIZED 
BUILDING PROGRAM 


Give uniform good appear- 
ance at all points of sale. 


3: 


PERMANENT 
STEEL 


Curb Facings and 
Bay Guards 


All Radii Uniform 


As easy as ordering 
a door, sash or any 
standard building 
item. 


THE MOST COMPLETE LINE IN THE 
INDUSTRY 


Steel Pump Islands © Curb Facings 
© Sign and Light Pole bases © Send 
for condensed catalog and price list 


18 GOOD BUSINESS 


Representatives and Distributors in Principal Cities 


NEWBERRY EQUIPMENT COMPANY, INC. 


P ©. BOX 293 MEMPHIS. TENN 


MANUFACTURERS OF NEWBERRY STATIONARY DRIVE-ON 
GREASE RACKS, TRUCK TANKS, AND STORAGE TANKS 





Regions 


The Midwest 





Cincinnati sees service station advisory committee in action, as... 


API Goes to the Dealer 


AMERICAN Petroleum _Institute’s 
service station advisory committee is 
off on a series of regional meetings. 
The idea is to tell the committee’s 
story to the dealer segment. 

Kickoff meeting was in Cincinnati. 
About 100 dealers from the Greater 
Cincinnati, Louisville and Cleveland 
areas got the pitch on committee ob- 
jectives and kibitzed on a sample 
committee session. 

Chairman of the meeting was EI- 
mer Horstmeyer, Standard of Ohio 
dealer and a member of the 43-man 
committee. 

Accomplishments - Horstmeyer 
ticked off some of the committee’s 
works: encouraging suppliers to set up 
dealer panels, promoting long leases, 
publishing an accounting manual, pro- 
moting safety, adopting a zoning pol- 
icy against “gasoline alleys,” and dis- 
seminating station census figures. 

Aims — Then Horstmeyer _ listed 
present projects: a Dun & Bradstreet 
station cost analysis; civil defense 
planning for stations; a study of ways 
to improve dealer prestige; a grant to 
the University of Iowa to study trad- 
ing stamps; investigating crimes 
against station personnel; working 
with auto men to solve servicing 
problems on new cars; studying dealer 
turnover. 

Adam Rumoshosky, director of 
API’s marketing division, told the deal- 
ers “the most important work the 
marketing division is doing is to serve 
as a forum for the discussion and ex- 
change of ideas .. .” 

Committee chairman Leo Hoar 
presided at the sample session. At- 
tending were Horstmeyer, Sam Boh- 
len (Ohio Petroleum Marketers Assn.), 


R. J. Connor (Gulf), Samuel Rosen- 
wasser (S. R. Service Stations, Brook- 
lyn), A. Senecal, Jr. (Al’s Atlantic 
Service, Melrose Park, Pa.). 

API followed up the kickoff meet- 
ing with one in Washington April 24. 


@ Standard Oil Co. (Indiana)’s 
new president, 39-year-old John E. 
Swearingen, says his company will 
spend at least as much this year for 
capital improvements as it did in 1957. 
The figure then was $340-million. 

Advertising this year is budgeted 
for slightly over $20-million. Last 
year it was a little below that. 

Swearingen expects business to be 
much better in late 1959 and the 
1960’s. Standard anticipates a 20%- 
25% increase in demand for its prod- 
ucts within five years, he says. 


e@ Minnesota governor Orville 
Freeman says the state’s attempt at 
promoting co-op stations (NPN — 
March, p21) was all a big mistake. 
There'll be no more of it, he’s prom- 
ised H. F. (Hiff) Horning, executive 
secretary of Northwest Petroleum 
Assn. NPA was a prime mover in pro- 
tests against the abortive promotion. 


@ Ohio Oil Co. has bought the as- 
sets of Ohio Independent Oil Co., 
Springfield. Ohio Oil gets farm dis- 
tribution and three service stations. 


@ There’s a new look in Socony 
Mobil’s central region. Wadhams di- 
vision (Wisconsin) becomes part of 
Chicago division, White Eagle splits 
into Kansas City and Twin Cities di- 
visions, and Lubrite and White Star 
divisions become St. Louis and De- 
troit divisions, effective May 1. 

(More regions on page 22) 
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Give your auto products a family look 
with Continental Cone Top cans 
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... the most economical container 
ever made for automotive products! 


Continental Cone Top cans give your automotive products a 
family look that means extra sales power for your whole line. And 
Continental Cone Tops offer your products these other positive 
advantages: 

LOWEST COST: Continental Cone Tops are the most economical 
containers ever made for automotive products. You can give your 
entire line of products the benefit of lower cost, higher prestige 
packaging. 





LOADS OF SIZES: No other container offers such a wide range of Lb <> eeine 
sizes to accommodate all your automotive products. Choose from T | | i 
Cone Top cans as small as four ounces, as large as 32 ounces. (i 1s. : 

. t q ? 
LOTS OF SHIPPING POINTS: Continental shipping points all across 


: 

ie oe fa Ff SiS Se 
the U.S. give you fast delivery on all the Cone Tops you need, 
exactly when you need them. For the prestige family look, put 


your products in Cone Tops. Call Continental today. ol CD 
r gunn 
Wey 


Crown Cap Goldie Seal Screw Cap 


CHOICE OF CLOSURES 











CONTINENTAL 
CAN COMPANY 


Eastern Division: 100 East 42nd Street, New York 17 
Central Division: 135 South La Salle Street, Chicago 3 
Pacific Division: Russ Building, San Francisco 4 
Canadian Division: 5595 Pare Street, Montreal, Que. 
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Regions 


Canada The Rockies 


How Do You Spend Sunday? Jobber onthe Move 


iain ues ' mae T iGEST bulk plant in Colo- 
MONTREAL’S dealer association has told the Montrealers that the closing a coy sag ee ge a 


gone on record against the present rule “lies squarely on your own from a major. Sam Ross, president of 
stad, the smsbcistion wants a rote; (if) togeber” ‘Nicoll Boos. Oil Co. (Skelly jabber), 
tion nated ithe ‘Tinanints oe shoe stations open every paid Continental Oil Co. $1 70,000 for 
Douglas Fletcher, managing direc- fourth Sunday. ie Denver ocation. His® move in 
tor of the Ontario dealer association M. M. Gutwillig after the first of next year, he says. 

: eT : sigh Mini Ross bought the plant “for future 
growth.” It’s across from his present 
location, and includes six buildings 
and 500,000 gal. storage. 

Conoco will build facilities at its 
for Denver refinery to replace the plant. 





e Another Denver bulk plant is 


ticketed for expansion. Tennessee Gas 
Transmission Co. has acquired 11 ad- 


ditional lots next to Bay Petroleum’s 
plant for $24,500. Bay is a subsidiary 
per day per year ; of Tennessee Gas. 


e@ Officials of National Congress of 
vate Petroleum Retailers have been stump- 
ing the Rockies. Executive secretary 
John Nerlinger turned up in Montana 
= and Colorado, warned that “small 
Heating Oils = ,) business’s role in maintaining full em- 
Sta-Clean be ployment and stabilizing the economy 
oe #4 can only be continued if small bus- 

iness is not pushed out of the pic- 
ture by monopolistic practices, which 
are now on the increase in the oil 
industry.” —Frank Pitman 


CHOOSE The Southeast 
BLACKMER TRUCK PUMPS 


FOR FAST DELIVERIES: 





. 

State Regulation? 
THAT’S A CURRENT question in 
North Carolina. It was brought to a 
: 75 head by some streng hints from at- 
tank trucks to give dependable and maxi- a torney J. C. Little, Jr., longtime job- 

mum flow delivery by power take-off St | ber legal counsel. 
from the truck transmission. - rT , With 12 more months of present 
FOR MINIMUM MAINTENANCE: f mm” 4:.% conditions, says Little, “I predict the 
l ~ 1959 general assembly may be asked 
to lend a helping hand to prevent us 
ies : x“ ; from destroying ourselves . . . For a 
adjusting for wear and with the heavy- % | long time there have been spots 
duty, anti-friction bearings. : throughout the state that we referred 
All wearing parts are easily accessible to as depressed areas. Now the de- 
for replacement after severe service, Cut-eway view of Blackmer Type TX pressed areas cover the entire state.” 
Sizes 11%” thru 4” — Capacities | —_ gear gieigy rae Little lashed greed in the oil busi- 
GPM to 500 GPM. ness in letters to North Carolina Oil 
Jobbers Assn. secretary Don Ward. 
They were circulated to jobber mem- 
bers. 


“Va =W ~ 2 
p I AC ME R e@ Florida gasoline consumption 
ee we | has risen 21% in three years, says the 


INDUSTRIAL, HAND AND TRUCK PUMPS, soineme. PRESSURE CONTROL VALVES |  State’s Chamber of Commerce. Last 
BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN | year’s sales totaled almost 1.5-billion 


DIVISION SALES OFFICES ’ dans “ » 16 
NEW YORK « ATLANTA « CHICAGO « GRAND RAPIDS « DALLAS « WASHINGTON « SAN FRANCISCO gal., virtually double the 1950 figure. 


See Yellow pages for your local sales representative | —-Charles T. Dixon 


These positive displacement pumps were 





specifically designed for installation on 


Maintenance time is reduced to the mini- 
mum with sliding vanes which are “self- 
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you can meet any lubrication specification if you 


BLEND WITH ENJAY PARANOX® 


(DETERGENT-INHIBITOR ADDITIVES) 


Blended with Paranox, lubricants can be compounded to combine both minimum 

wear and maximum engine cleanliness characteristics. That’s why more and more 

refiners and blenders are relying exclusively on Paranox in formulating lubricants for 

heavy duty equipment and all engines that are subjected to tough operating conditions. 

Through years of intensive research and development work with manufacturers and 

oil companies, Enjay has developed the only complete line of high quality additives 

(Paramins®) that can assure maximum performance characteristics. Why not let 

this experience and know-how work for you? Contact the Enjay Company today. Pioneer in 

Petrochemicals 

ENJAY COMPANY, INC.,15 WEST Sist ST., NEW YORK 19, N. Y. 

Akron + Boston* Charlotte * Chicago + Detroit + Los Angeles * New Orleans + Tulsa 


TTiTtt! 


ALLLY 
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DYE CONCENTRATES’ 


by PATENT CHEMICALS 
the Pioneers in Petroleum Dyes 


FOR CLEANER, EASIER-COLORING OF PETROLEUM PRODUCTS; ELIMI- 
NATES PRE-DISSOLVING, DUSTING, OPERATOR EXPOSURE e LESS SKILL 
AND EQUIPMENT REQUIRED: INTRODUCED DIRECTLY INTO THE FIN- 
ISHED PRODUCT © THE ANSWER TO BULK, TANK TRUCK, TANK CAR, 
BARGE, TERMINAL AND PIPELINE COLORING ® CAN BE USED WITH 
DRY DYE-EDUCTOR EQUIPMENT ¢ THE USE OF DYE CONCENTRATE IN- 
VOLVES NO ADDITIONAL COST COMPARED TO ORDINARY DRY DYES. 


FOR USE IN 


Gasolines — Diesel Fuels — Fuel Oils — Lubricating Oils 
Automatic Transmission Fluids — Break-in Oils and Greases 


Also Available in Dry Dye Form. 


rt ea CALL US COLLECT 
to customer ya FOR FAST 


specifications. we ™ " ACTION 
e a 


Samples and ; L | PHONE 
description : oN Mulberry 


Ren sequent. FOR THE PETROLEUM INDUSTRY 4-1726-7 


NOTE: — Reds — Yellow — Orange — Blue — Meet Mil-F-5572 Specifications 


*Patent Pending 


PATENT CHEMICALS INC. 


Manufacturing Division: 335 McLean Blvd., Paterson 4, New Jersey 


ee 1 © 9 er. OO] MO] ere] dae 


Marketing Division: 2410 Carew Tower, Cincinnati 2, Ohio 
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What They’re Saying 


About new demands on dealers ... women and 


machines... oil's return on its capital 


investment ... need for specialized skills 


G¢ The new cars of today and to- 
morrow will require frequent minor 
tuneups to keep them operating effi- 
ciently and the service station dealer 
must be able to provide this vital 
service.” John P. Finsland, retail de- 
partment, Shell Oil Co. 


66 Our industry has wasted too much 
time already. We must get on with 
the essential task of selling oil heat 
to a public that will be responsive 
if it gets the facts.” R. W. Witt, fuel 
oil sales manager, western division, 
Sinclair Refining Co. 


¢¢ Remember women have long been 
looking under chairs and davenports 
to check on _ construction. Is_ it 
strange then that they want to look 
under the hood, and do, in increasing 
numbers, because women are more 
mechanically minded than ever?” 
Mrs. A. N. Satterlee, General Federa- 
tion of Women’s Clubs. 


GGAny attempt to inaugurate a toll 
system on inland waterways would 
have its greatest detrimental effect on 
the oil industry Two-thirds of 
the nation’s population lives within 
the areas of inland waterways. The 
economic benefit they derive from 
their location would soon be lost if 
industry was forced, by the higher 
costs of transportation, to move to 
seacoast spots.” Rexford Blazer, chair- 
man of the board, Ashland Oil Co. 


66 Most suppliers, whether they are 
distributors or major companies, have 
the manpower and know-how to 
conduct studies [of a new service 
station’s business potential]. If they 
fail to make them, or fail to use the 
studies after they make them, they 
do an injustice to the public, to all 
of the oil industry, and in the long 
run to themselves, because the com- 
pany that overbuilds is failing to live 
up to its responsibility to the public 
to distribute efficiently.” George D. 
McDaniel, manager, dealer and dis- 
tributor relations, Socony Mobil Oil 
Co. 
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G¢ There are many other industries 
earning a far higher rate of return 
on capital investment. In 1956, the 
automobile industry got a 15.7% 
return, aircraft 21.6%, iron = and 
steel 13.9%, cement 19.5%, drug in- 
dustry 22.4%, and chemicals 15.6%. 
Esso Standard’s return was 7.5%. 
The total figure for all manufacturing 
industries was 13.9%. The difference 
is a considerable one.” R. E. Keresey, 
associate general counsel, Esso Stand- 
ard Oil Co. 


GGA jobber should be able to say 
at any given time, ‘I can beat the 
pants off the best company operations 
that ever will be put together!” 
V. A. Bellman, director of domestic 


marketing, Socony Mobil Oil Co. 


@¢ Today’s competitive world calls 
for top marketing efficiency, and top 
efficiency in turn calls for integration 
of the marketing functions. But this 
does not lessen the need for highly 
specialized skills within the broad area 
of marketing.” Edwin W. Ebel, adver- 
tising vice president, General Foods 
Corp. 


NPN‘s Saying-of-the-Month 





66 Let’s not permit our preoccupations 
with prices to destroy our perspective. 
Our basic goal as marketers—and the 
test of survival—is to see that the 
American motorist is well 

That involves not only prices but 
quality of products, service and 
convenience. We have learned from 
survey after survey that these factors 
combined represent to our customers 
the values we have to offer. The 
marketer who stakes his operation on 
price alone is operating on perilous 
ground. 

In looking to the future we must 
constantly search out new 
improve our businesses and to be 
ready to make innovations in response 
to change. But let us never lose sight 
of the fact that in this business the 
customer is king.” Willard W. Wright, 
marketing vice president, Sun Oil Co 


served 


ways to 


NEWS 





. FRE 
NEW QUICK REFERENCE 


oS i let @ieiel 8] i. ic) 
ASSEMBLIES 
fo] mi alol-{—m- tale Ml ol] oy) 


You'll want to keep this excellent, prac 
tical working Catalog close at hand 
Lots of illustrations clearly show the 
complete interchangeability of master 
gauged OPW KAMLOKS. Detailed recom 
mendation and sizing charts, typical 
specials for unique applications and 
factual information will help you in 
planning, selection and determining in 
stallation 

Just write us on your letterhead and 
it’s yours! 

Your fluids handling may well be im 
proved with OPW KAMLOKS 


The Fastest, Safest, 
Surest Coupling Known! 








" . 
OPW CORPORATION 


2735 COLERAIN AVENUE 
CINCINNATI 25, OHIO Kirby 1-5400 





TODAY’S 


"Head for Figures” 


is full of New Ideas! 


The men who ‘man the pumps” never had it so 
good, as with today’s Veeder-Root Computer. It’s 
faster and easier to read and reset. And both reset and 


6 Improvements In The 
Veeder-Root 
“HEAD FOR FIGURES” 


. Faster, Easier Resetting: New 


controlled reset cycle guarantees uni- 
form resetting action. 


. Fewer Moving Parts: An impor- 
tant new factor in control of operating 
costs. 


- Complete Enclosure of Total- 
izers gives these vital parts better 
protection. 


. Interlock Feature makes sure 
computer is reset before next sale is 
made, 


. 16% Larger Figures make read- 
ing far easier. 


. Offset Wheel Construction helps 
provide improved lighting. 


nozzle are on the same side, so there’s no need to 
walk around the pump. 

Maintenance men, too, like the simplified design 
which means better service with less attention. 


Finally, Mr. and Mrs. Public find the face easier to 
read ... and can always be sure of a guaranteed 
accurate count. 


In these and other ways, Veeder-Root works con- 
stantly to improve computer operation . . . and to give 
better and better protection and service to gas sta- 
tions and gas buyers. 

VEEDER-ROOT INCORPORATED 
Hartford, Conn. « Greenville, S.C. ¢ Altoona, Pa. * Chicago 


New York « Los Angeles * San Francisco *« Montreal 
Offices and Agents in Principal Cities 


ke) am tal) 
Service 

ht F-ifelal 

re) | 
BMelsslelageh. 
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Ohio Petroleum Marketers 





Things Aren't Really So Bad 


THE RECESSION—how long and 
how deep? That’s what most market- 
ers talked about at the Columbus 
meeting of the Ohio Petroleum Mar- 
keters Assn. 

If there was any pattern, it went 
something like this. Business hasn't 
been too bad so far. Some jobbers 
report good gains over 1957. Some 
say they've been holding their own. 
Where layoffs have been heavy, the 
volume decline is most noticeable: a 
private-brander in Columbus says his 
gasoline volume is off 9%. While 
many expressed concern about the 
uncertainty ahead, there was no ap- 
parent pessimism. 

Jobber Problems—Oh, _ they’re 
about the same as jobber problems 
everywhere, reports Clyde E. Wal- 
lingford, executive secretary. Ohio 
jobbers seem most perplexed about 
the federal highway building program, 
because of the absence of definite in- 
formation. Many of them feel they 
will be affected by it, so they’d like 
to start planning. But so far, data on 
routes and sites is vague. 

The rate of station building through- 
out Ohio was cited as a problem by 
some jobbers, who contend it’s not 
economic. A major-company official 
suggested informally that a morator- 
ium on station-building be declared. 

Phillips probably attracted the most 
attention, because for the first time 
it ran a hospitality suite. This seemed 
to herald a Phillips push to secure 
jobber distribution in the Buckeye 
State. 

Opposition to inclusion of jobbers 
and dealers in a proposed federal 
minimum wage and hour law amend- 
ment is urged in a resolution. Another 
favors shifting the level of collecting 
the 3¢ federal gasoline tax. 

Some jobber problems were 
flected in the program. Trading 
stamps were thoroughly discussed in 
a study by Mrs. Mary P. Martin, 
Ohio State University researcher. De- 
scribing the scope of trading stamp 
operations, Mrs. Martin reported that 
$600-million worth of stamp business 
was done in 1956. They probably 
reached a plateau during the past 
year and will remain there, she said, 
discounting speculation that they are 
on the wane. 

Insurance is still 
of jobbers, even when good programs 
are available. Out of more than 300 
members, only 63 participate in the 


re- 


resisted by a lot 
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OPMA program. 
insurance consultant, told the mar- 
keters, “You should seriously con- 
sider bringing your dealers into group 
insurance.” The 63 participating com- 
panies represent 3,000 employes and 
dependents. Claims totalling $200,000 
in 944 separate claims have been paid. 
Majors Speak Up—Motor tuneup 
can be a simple thing and a big po- 
tential if you have proper equipment, 
said John P. Finsland, Shell retail, 
who put on a graphic demonstration 
with an array of electronic props 
complete with two oscilloscopes, two 
IV sets and an engine. Finsland said 
Shell is investigating other 
too, looking for new 
revenue. He mentioned 


Robert O'Leary, 


services, 
sources ol 
dealer brake 


Texas Oil Jobbers 


Wedding Bells 


A 10-YEAR-OLD 
ended in a marriage of sorts this 
spring, when the Texas Oil Jobbers 
Assn. voted to accept consignees as 
commission wholesale members. 

From on, the state’s two dis- 
tributor associations—TOJA and Pe- 
troleum Marketers Assn. of Texas 
will share operating expenses and be 
affiliated. Each will retain its 
identity, and neither will have an 
official voice in the other’s affairs. 

The affiliation brings the 
groups’ combined membership to an 
estimated 600-700. Their leaders are 
hoping for a long and rewarding 
honeymoon: with an estimated 750 
jobbers and 1,300 agents operating in 
Texas, a total membership goal of at 
least 1,000 is now the aim. 

Problem talk—As for the individual 
jobbers and agents who turned out, 
most cited the same old problems 
subnormal prices, oversupply, com 
mercial account low-bidding, station 
building programs, lack of capital for 
expansion. 

A_ panel 
jobber relations seemed to sum up 
many of these problems that 
various distributors expressed _ pri- 
vately. The panel had two jobbers 
W. J. (Wrangler) Roberts and Henry 
Charless—plus two suppliers, Harry 
J. Kennedy of Continental and J. G 
(Doc) Jordan of Shell. The panel was 
moderated by Frank Breese, NPN 
editor 





COURTSHIP 


now 


own 


two 


discussion on supplier- 
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the 


Associations 


relining, wheel alignment and power 
adjustment. 

Iwo hard-hitting talks by major 
company marketing executives were 
featured. Sun Oijl marketing vice 
president Willard Wright the 
idea of an accepted spread between 
private brand and major brand gaso- 
line must 

George D. McDaniel, manager of 
Socony’s dealer-distributor relations, 
that jobbers are in the 

because need 


said 


go. 


said good 


saddle there’s a _ real 
for them. But both suppliers and job- 
bers have individual and mutual re 
sponsibilities, he said. 

If OPMA attendance were the cri- 
terion, the would be 
Clyde Wallingford’s well-balanced 
program attracted a turnout 
which stayed through the floor show, 
cheering Estelle Sloan, the “dancing 
song thrush,” and whistling for Jodie 


recession ove! 


record 


Gray, bosomy xylophonist. 


n Texas 


Ihe panel's jobber members 
critical of such things as: 

e Service stations—they sup 
pliers still building many 
stations and not eliminating enough of 
their third outlets 
This, they said, has brought about an 
overcrowded retail station field, caus 
ing price wars and general instability 
This makes it more and more difficult 
for jobbers to obtain financing for 
individual expansjon programs, panel 
ists said 


were 


felt 
are too 


and second-rate 


The jobber panelists suggested that 
suppliers not only reappraise and be 
“more realistic” in their station ex 
pansion, but also make more lenient 
credit programs available to jobbers 
for building their own outlets 

Both Jordan and Kennedy 
effect, that they doubted there has 
been too much overbuilding. Instead 
as Jordan put it, “We are allowing to 
live too many outlets that can’t live.” 
If the whole industry will 
let the live, there 
many stations, he said. 

Jobber Roberts said there is a 
dency for 
and restrict the building of stations to 
certain areas through zoning laws. He 
marketers not to city 
authority to regulate ther 

programs 


said, in 


refuse to 
“dogs” won't he 
too 
ten 
cities to try 


some Texas 


urged all give 

councils 
expansion 
e Commercial accounts 
including the 
said there has been no improvement 
(Continued on page 29) 


most 


jobbers, two panelists 



































Closeup photo shows 
how even narrow-tread 


Volkswagen will 


Straddie FP-11 Frame 


New superstructure design handles 
all makes faster, safer, more efficiently 


Now you can have one lift to handle all makes of cars 

. the big American makes as well as the tiny imports. 
This new Rotary FP-11 Frame Lift is designed with a 
superstructure sized to give maximum utility as well as 
increased range of pick-up arms. Arms rotate and slide 
on runners for fast, easy positioning to lift cars with 


‘ 


newest “X” frames and frameless or unitized bodies. 

New, too, is a two-position wheel spotting dish that 
makes spotting the car accurately over the lift easier 
and faster. More precise lifting areas on “X” frame and 
unitized bodies increase the need for accurate fore-and- 
aft spotting which this dish provides. 

With all this you get the proven frame lift advan- 
tages . . . maximum undercar accessibility, relaxed 
spring suspensions, wheels freed for tire and brake work, 
and economical cost. For lubrication, oil changing and 
almost any undercar repair job this new Rotary FP-11 
Frame Lift is tops in speed, safety and efficiency. Ask 
your distributor or write us for more information. 


FP-II 


Lift Runners. 


BIGGER PICK-UP RANGE 
Dotted lines show area in which new, fast FP-11 
Frame Lift pick-up arms can be positioned. Sliding, 
swiveling arms can be brought to within 3” of each 
other inboard or set 71” apart outboard. Fore-and-aft 
range is a big 87”. Easy to position accurately! 


Frame Lift 


ta Product of ROTARY LIFT COMPANY, Division of Dover Corporation, Memphis, Tenn., Chatham, Ontario 


(Q) First name in oil-hydraulic auto lifts—passenger and freight elevators—industrial lifting devices. 





in the Lexas commercial account pic- 
ture. Bids are still being submitted by 
suppliers at or below costs. 

Kennedy said Continental refuses 
to seil below its joobers, and extends 
“special rates” to its jobbers who can 
still get commercial business at a price 
where “we can make some profit.” 

Jordan said Shell adopted a policy 
of not selling commercial customers 
below its jobber prices in 1952, and 
lost all its commercial business. “We 
went back after it in September, 1957, 
and in areas where we have no jobbers 
we're getting it.” Shell still won't 
undercut its jobbers in areas where 
Shell jobbers operate, he said. 

Outside the panel, price disturb- 
ances were mentioned frequently by 
both agents and jobbers. They blame 
the subnormal retail postings on trad- 
ing stamps, too many stations, over- 
supply of product, and the aggres- 
siveness of some major suppliers. 

Until the last year or two the 
general practice was to criticize the 
private branders for starting retail 
troubles. But most major-brand 
jobbers now give these competitors a 
clean bill of health. 

Resolutions—They included: 

e TOJA’s support of legislation 
permitting jobbers to assume the lia- 
bility of paying the 3¢ federal gasoline 
tax. 

e Its opposition to S-11 and HR- 
11, and to any extension of wage and 
hour laws. 

e Two urging Congress to lower 
corporate tax rates in the $50,000- 
and-under brackets; to tax coopera- 
tives and free-enterprise type busi- 
nesses alike; and one urging suppliers 
to quit selling to commercial con- 
sumers at or below jobber prices. 


Colorado Marketers 





Twin Objectives 


COLORADO Petroleum Marketers 
Assn. has charted two courses for ac- 
complishment within six months: a 
group insurance program, and pub- 
lication of a semi-monthly news bul- 
letin. 

These goals were outlined by Roger 
MacDonald at the association’s spring 
conference in Colorado Springs. 

MacDonald says the news bulletin 
will be modeled after the South Caro- 
lina association’s publication. “We ex- 
pect advertising to make the bulletin 
self-supporting,” he says. 

The association, says MacDonald, 
hopes to step up its program “for 
helping all jobbers—not just our 


Associations 


members.” The association has spon- 
sored two management institutes at 
the University of Colorado and will 
“conduct some more in the near 
future.” 

Closer cooperation between jobbers 
and suppliers was urged by Miles 
Mills of Des Moines, president of the 
National Oil Jobbers Council. 

Mills, president of Oils, Inc., said 
he had “offered, with the consent of 
NOJC, the council’s backing of the 
nation’s jobbers to help industry clean 
house, become more efficient and in 
this way remove a large part of the 
stigma brought about by criticism, 
both from within and outside of the 
industry—some deserved and some 
undeserved. It remains to be seen to 
what extent the industry will avail 
itself of our offer of assistance.” 


Illinois Marketers 





Fire Down Below? 


THERE WERE $s sub-surface rum- 
blings, but the. March meeting of the 
Illinois Petroleum Marketers Assn. 
was a volcano that never erupted. 

The heat is generated by shaky 
market conditions, particularly in 
metropolitan Chicago, traditionally a 
stable price and demand area. 

Like most sections of the country, 
Chicago has a bountiful supply of 
product. At the same time, customers 
are developing a new-found sales re- 
sistance. One jobber claims the en- 
tire market is off 15% from last year 
in the first two months of 1958. 

fo complicate matters, trading 
stamps invaded Chicago service sta- 
tions last fall in a big way. Myriad 
charges are flying back and _ forth 
about who brought stamps into the 
market. But one thing is sure: a ma- 
jority of dealers are using them, many 
grudgingly, and those who don’t have 
them are hurting. 

Despite these potential trouble 
spots, there was calm—on the sur- 
face, at least—during the two-day 
gathering at the Sherman Hotel in the 
Loop. 

W. J. Gerwe, Socony Mobil Oil Co., 
chairman of the Great Lakes District 
OIC, called for industry-wide support 
of public relations programs boosting 
oil. On the national scene, he cau- 
tioned jobbers, the situation is critical. 
“Never in my 40 years in this indus- 
try have I seen such a wave of 
criticism.” 


Read AHEAD OF THE NEWS 
page 67 
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so that it 
slips in 
where 
others * 
won't 
1-1/2” fits 2” 
/ tank openings. ; 
2” fits 3” tank/ 
openings. 

1 That's 
Universal's 
SUCTION 
STUB 
STRAINER 
Now, it’s easy 
to prevent 
damage to 
check valves, 
pumps and 
delicate me- 
ter mechan- 
isms, caused 
by loose scale 
or other for- 
eign objects 
ever-present 
in storage 

tanks. 
Specify 
Unive rsal’s 
#611 G! 
Made in just 
the right sizes 
to fit through 
any tank 
opening, ef- 
fortlessly. Its 
cast iron gal- 
vanized body 
is regularly 
furnished with 
a sturdy 8 
mesh galva- 
nized screen. 
Can be made_ | “obsolete 
in other body ying 
and screen 
materials to 
suit your spe- 
cial needs. 


Progress through better design 


UNIVERSAL VALVE COMPANY 


P.O. Box 444-N 
Elizabeth, N. J 














The Truek 


WHITE 3000 TRUCKS 


For airport service, fuel oil de- 
livery, city and suburban tankers, 


and special deliveries, the White AM ERICA’S MOST 
3000 has many exclusive advan- 
tages .. . maximum payload .. . 
functional design. OF TRUCKS FOR 


WHITE 3000 SERIES 


Most distinctive tractor on 
the highway —the original 
power tilt-cab since copied 
without achieving the safety 
power-tilt feature. Its func- 
tional design achieves ideal 
weight distribution, short- 
er wheelbase, maximum 
payloads. 


OF ANY OTHER DIESEL, PLUS FAR GREATER PERFORMANCE! 


Ig > 
White 
WHITE DIESEL TRACTORS THAT BETTER THE FUEL ECONOMY \ e) For More 
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Best Engineered for the job 


is the Best Economics 


White’s leadership in engineering improvement 
is well established. Our advances are constantly 
being imitated, but unsuccessfully, because no 
other truck manufacturer has the complete, 
quality product line, nor the’ experience, of 
White specialized truck design. 

And no other has the skilled organization and 
complete facilities to apply advanced, specialized 
engineering to every truck owner’s problems... 
both before and after the sale. 

White is the only manufacturer able to offer 


truck owners in every field the exact combina- 
tion of engineering components needed for the 
best performance at the lowest operating cost 
under the highway laws prevailing in their states. 

Under the pressures of high fixed costs, ex- 
panding truck mileages and the variety of state 
laws affecting truck earning power... the best 
engineering is the best economics. 


THE WHITE MOTOR COMPANY 
Cleveland 1, Ohio 


“ADVANCED—MOST COMPLETE LINE 
THE PETROLEUM INDUSTRY! 


ae 


BER! AD 


WHITE 4000 and 
9000 SERIES 


Wide range of models—single axle, 
tandem axle and pusher tractors 
For applications in states where 
lowest vehicle weight is advan- 
the White 4000. The 
B-B-C ) for 
maximum tanker length and 
greater payloads—the White 9000 


tageous 
90-inch dimension 


Than 55 Years The Greatest Name In Trucks 
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BLUE -EYED NURSES 


want Delco Batteries! 


And they’ve got inside information from doctors, who also prefer Delco. In fact, the 
surveys of three leading national publications proved that all America names Delco 
as its No. 1 battery preference. For very good reasons, too. A Delco battery not only 
offers the freshest power money can buy but is also backed by a General Motors 
warranty good all over the United States and Canada. Stock Delco, and see how 
profits take a turn for the better—even if a nurse never comes near your place. 


distributed nationally by 


‘BM! UMS a } 
hada bem (General Motors leads the way—Starting with Delco Batteries 


M 


ON CBS RADIO—LOWELL THOMAS NEWSCAST +¢ ON €BS-TV—“HIGH ADVENTURE WITH LOWELL THOMAS.” @G3> ame 
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EXCLUSIVE ites ALL-METAL METER 


No Cup Leathers - No Mechanical Valves 
Self-Purging - Four Cylinders 


Look inside a gasoline pump to see its real value. A gasoline pump 
is only as good as its components. Take the Bennett All-Metal Meter, 
for instance. It costs virtually nothing to maintain. And, after all, isn’t 
this what you’re most interested in — maintenance cost savings? 


Oil Marketers, the world over, have found that Bennett's design 
simplicity and precision workmanship result in longer life with mini- 
mum wear. That’s why Bennett invites maintenance cost comparison. 
Install Bennett pumps and start realizing these savings today. 


JOH N Woop Com PANY BENNETT PUMP DIVISION, Muskegon. Michigan 


IN CANADA JOHN Woop COMPANY LIMITED * Toronto * Montreal * Winnipeg * Vancouver 























ECO Islanders’ on your island 
help make the high-profit sales 


Only one in twenty customers buys from 
TBA displays. Nineteen must be sold 
at the island. 


ECO Islanders make it easy to get under the 
hood — check tires and spot the needs that 
make money for you. These modern 
merchandising tools not only help sell TBA 
for you but provide the one-stop gas, 

air and water service that invites traffic, 
saves miles of steps and gives you more 
time for selling. 


Ask the dealers who give the best 
service and make the most profits 
and see for yourself how you, too, 
can build your business faster with 
ECO Islanders. 


Available with or without automatic tire 
inflation in a wide variety of models to 
harmonize with any station layout. 


CLOSE THE SALE 


tire inflation for post, wall or remote 


/ 
' 
' 
! 
‘ 
ECO Tireflators provide accurate automatic / 
\ 
overhead installation. 1 

\ 

\ 


JOH N Woo D COMPANY BENNETT PUMP DIVISION, Muskegon, Michigan 


District Offices: Albuquerque + Atlanta * Baltimore * Boston « Charleston « Chicago 


Cleveland « Dallas * Denver * Detroit * Kansas City + Little Rock * Los Angeles * New Orleans ne he 
New York « Philadelphia « Pittsburgh * Rochester + Salt Lake * Seattle * St. Paul © San Francisco on 
IN CANADA: JOHN WOOD COMPANY LIMITED * Toronto « Montreal « Winnipeg « Vancouver 4 
EXPORT: John Wood International Corporation, 29 Broadway, N. Y., Cable " WOODINTER"” “ 





Third of a series —to acquaint jobbers with the PURE franchise 


Facts tor Jobbers 
from Pure Oil 


PURE believes in jobbers. Over 40% of PURE bulk plants are jobber plants. 
Another 40% are distributor-operated plants. 








A 

i 

i) 
\ 


PURE has pioneered in truck stop stations. Their large-volume sales benefit 
many PURE jobbers. 


® 


106 jobbers have switched to PURE in the past 2 years. 


Pure Oil believes in the “‘local’”’ approach to selling its products. That is why 
jobbers, with their intimate knowledge of local conditions and problems, han- 
dle PURE distribution in much of our marketing area. 


@ 


Pure Oil jobbers are served through local management which has authority 
to make decisions and takes a personal interest in each jobber’s success. 


If you are interested in growing and profiting 
with an aggressive, forward-looking oil company 
under a successful, selective marketing program, 
call or write Pure Oil’s District or Division 
Manager in your area, or Retail Marketing 
Department, The Pure Oil Company, 

35 E. Wacker Drive, Chicago 1, Illinois. 
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Report No. 1 on trends in service station lighting 


35-40 footcandle illumination 


costs only $1.19 more a day 


An outstanding example of service station lighting is this crisp, 
bright Sewell Oil Company D-X station in Topeka, Kansas. 
It uses big multiple mercury Revere Ultra-Lites and Revere 
Island Lighters to produce 37 footcandles average illumination 
over the entire service area. 


Original installation (amortized over a 10-year period), 
maintenance and operating costs total only $1.19 per day over 
that of more conventional, less effective installations. The slight 
additional expense is far outweighed by the economic advan- 
tages of superior lighting — plenty of light under the car hood 
makes for better, faster service; flashlights aren’t needed for 
checking the oil or battery; and the attendant is able to spot 
defective fan belts and water hoses, paving the way for increased 
sales of these high-profit items. 


The high intensity, uniform light bathing the service area 
and driveways and extending into the street gives the station 
a bright appearance and inviting atmosphere. Ladies certainly 
are not afraid to drive into this station at night. Motorists spot 
it blocks away, giving them time to slow down and drive in. 

















1. Four Revere No. 5440 Ultra-Lites provide overlapping 
square light patterns for complete coverage of service area 
and drives with plenty of light extending into the street. 


2. Ultra-Lites are mounted on Revere No. 199-DB-24 
Hinged Poles for easy cleaning and maintenance. Fewer 
poles are needed where high-intensity U}tra-Lites are used. 


3. Revere No. 3048 Mercury Island Lighters accentuate 
the pump islands and add more light for under-the-hood 
servicing of water, oil and battery. Color-improved JH-1 
lamps are used throughout. 


4. Revere Cluster-Lites are mounted on top of center two 
Island Lighters. Weather-tight Cluster-Lites provide sup- 
plemental illumination for lighting up station exterior. 


5. Eleven Revere No. 1352 two-lamp transformers are 
installed inside station to operate the twenty-two 400 watt 
mercury lamps used in Ultra-Lites and Island Lighters. 


Send for your copy of Revere's lighting equipment catalog 


OUTDOOR LIGHTING 


Revere Electric Mtg. Co. > 


7420 Lehigh Ave. ° Chicago 371, lil. 


Available in Canada thru Curtis Lighting, Ltd., Leaside, Toronto, Ontario 
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to the penny! 
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It's an A. O. Smith 


T-6 truck meter... 


Suits you to a “T” — that’s the good 

word for A.O.Smith’s Model T-6 truck 

meter shown here. Tailored for top per- 

formance on trucks engaged in rural 
and domestic fuel oil delivery, this meter operates 
consistently regardless of temperature extremes. 
Never misses — even in coldest weather. 

With unduplicated A. O. Smith rotary princi- 
ple, the Model T-6 stands as the best buy in its 
metering class. The pay-off is precision measur- 
ing of all kinds of liquid petroleum products... 
year after year. 


a) oe 
Enjoy true measure with a “'T.” For all the 
facts about this and other A. O. Smith ERS BSR 
“T Series” truck meters — write today for METER, SERVICE STATION PUMP, DIVISIONS 
free, illustrated bulletin 127-C, Factories: 5715 Smithway St., Los Angeles 22, Calif., P. 0. Box 500 
Succasunna, N. J. Offices: Atlanta 5, Ga.; Chicago 4, | Houston 2 
Texas; Los Angeles 22, Calif.; New York 17, N. Y. Canada: Toront 
12, Vancouver 1 
A. 0. Smith International S.A., Milwaukee 1, Wis., U. S.A 
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All “Sales-Maker” models 
are available with giant 
brand panels 


@ \\" 1 ven Galt ¢O TOUr-piston mete GILBERT & BARKER 
Manufacturing Co 


Find out about all of the ‘‘Sales-Maker’’ advantages —write today for illustrated brochure West Springfield, Mass 
Toronto, Canada 
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ung-Sol-First in Headlamps... First in 
Flashers...Complete in Miniature Lamps 


VISION-AID HEADLAMPS — 11. 1907 


Tung-Sol produced the first successful elec- 
tric headlamp . . . today Tung-Sol Vision- 
Aid Headlamps—both standard 7" and 
new duals—enjoy an outstanding reputa- 


tion for rugged, dependable service. They 
take the toughest road conditions in stride 
and deliver long, brilliant service .. . the 
kind of service that keeps your customers 
sold on you. 
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DUAL VISION-AIDS 


4001 single filament 5%" lamp 
4002 double filament mate to 4001 


STANDARD 7" VISION-AIDS 


5040-S, 5400-S, 5440-S for passenger cars, 
trucks and buses. 6 and 12 voits 


SIGNAL FLASHERS 














Columbus, Ohio; Culver City, Calif.; 
Irvington, N. J.; Melrose Park, Ill.; Newark, N. J.; Philadeiphia, Pa.; Seattle, Wash. 


Sales Offices: 
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1939 was the year Tung- 
Sol manufactured the first 
flasher ever to appear on 
the American highway. 
Today — 100,000,000 
flashers later—every car 
and truck manufacturer 
specifies Tung-Sol as ini- 
tial equipment. Whatever 


the requirement, there’s a 
Tung-Sol flasher to deliv- 
er dependable, lengthy 
service: direction signal 
flashers, alternating flash- 
ers, external, interior and 
vehicular disability warn- 
ing signals. 


~~ | 
( i ) lal 


MINIATURE LAMPS 


From bumper to bumper 
what- 


and floor to dome 
ever the application 


there’s a Tung-Sol minia- 
ture lamp that fills the 


lighting requirement 


NEWARK 4, NEW JERSEY 


Dallas, 


NEWS 


Texas; Denver, 


efficiently, dependably. 
For both 6 and 12-volt 
systems. Stock Tung-Sol 
the complete line of 
miniature lamps. 


LAMP DIVISION (ts) TUNG-SOL ELECTRIC INC. 


Detroit, 
Montreal, 


Colo.; 
Canada: 





Mich, 
P. Q. 








YOU MAKE EXTRA PROFIT 


You make as much ona 
case of Coke as on 5 extra 
gallons of gasoline. 


YOU HELP BOOST TBA SALES 


Displays of Coca-Cola, 
strategically placed, call 
attention to your tires, bat- 
teries and accessories, 


YOU BUILD REPEAT BUSINESS 


Approximately 90% of cus- 
tomers return empties to 
place of purchase. 


REGISTERED TRADE-MARK. COPYRIGHT © 1968 THE COCA-COLA COMPANY. $ | G N 0 r G OOD TASTE 
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Now! direct sales 


of 
hose couplings 


bring new profits 
to hose distributors... 
big savings to oil companies 


Now you, Mr. Hose Distributor, can buy fuel 
oil and gasoline pump hose couplings direct 
from Scovill at ¥3 less than former costs! This 
means you can sell coupled lengths of hose to 
oil companies at much-better-than-competitive 
prices. The savings oil companies will realize 


hose couplings 
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will make them your customers...will add a 
healthy glow to your profit picture. Take ad- 
vantage of this new sales opportunity soon by 
ordering your couplings direct from Scovill. For 
full details, write: Hose Coupling Department, 
Scovill Manufacturing Co., Waterbury 20, Conn. 


by SCOVILL 
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Inside the chassis dynamometer test room at 
Gulf’s new Automotive Products Laboratory. 


How would you like to drive on a turnpike where 
the temperature changes from 70 degrees below 
zero to almost 100 degrees above... where you 
“‘travel’’90 miles an hour but don’t move...where you 
go up and down steep hills while still on level ground 
... and where you hit a head wind one minute and 
a tail wind the next? 


You'll find this “indoor turnpike,’’ where such 
things are possible, at Gulf’s huge Research Center 
in Harmarville, Pa. It is part of the Automotive 
Products Laboratory. 


The function of this laboratory is to test a va- 
riety of petroleum products under every conceivable 
road condition. The ‘indoor turnpike,” known asthe 
chassis dynamometer test room, is designed to per- 
mit vehicles to be ‘‘driven’’ at all normal operating 
speeds and, of course, under all conditions. 


am Ste ‘ 


Ever see an 
INDOOR turnpike? 


In this huge drive-in room, elaborate mechanisms 
beneath the floor provide the effects of driving on all 
types of grades, in head or tail winds and with vary- 
ing humidity. This allows the testing of a great va- 
riety of fuels, wheel-bearing greases and transmis- 
sion lubricants under the severest stresses of actual 
driving. 

The function of the “turnpike” is not only to 
determine the efficiency of petroleum products now 
in use but to test those which will be distributed in 
the future. 


This is indicative of the awesome amount of re- 
search now being conducted by Gulf and other mem- 
bers of the progressive oil industry. All of it has as 
its ultimate goal the preparation of finer petroleum 
products and such scientific advance must have as 
its end result public benefit. 


Gulf Oil Corporation, General Offices, Pittsburgh, Pa. 
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TRADE -MARK 


Unite 


Available in: 


800 and 1000 MA High Output 
and POWER GROOVE 


No “warmed over” version of an old type unit is the sensational NEW 
“WING-LUME”, but an absolutely NEW design LOADED with features you 
need! Can be used (1) as a single post island light, double or single mounted; 
(2) as a combination island and area lighter; (3) as a top-mounted area, or 
perimeter lighter! 

Fully adjustable in all planes—vertically, horizontally and laterally! Mount- 
ing brackets calibrated for any pre-determined setting. Strong lifetime alumi- 
num construction, built to withstand fantastically high wind conditions! Emits 
MORE light because of its scientific design: 22” wide; each lamp has individual 
reflector, giving total of 26” of reflector surface! Ballast compartment isolated 
from reflecting area for long ballast life. 

Available, open or closed, 800 and 1000 MA High Output and Power 
Groove in 4’, 6’ and 8’ lengths with 4 or 6 lamps. Neat, compact, symmetrical 
—the most beautiful, versatile and appealing ultra-modern fixture on the 
market. Get details and prices, TODAY! 


_.. Write for Details and Prices 


: \ Mounting Bracket |... pp 
/ calibrated for any be ty eis NOW! ee 
pre-determined ae es 
setting! 


Fully adjustable in all 
planes—vertically, hor- 
izontally, laterally! 


DEDICATED TO QUALITY AND SERVICE 


MANUFACTURING COMPANY 
1736 Dreman Ave., Cincinnati 23, Ohio 


PIONEERS IN FLUORESCENT OUTDOOR LIGHTING EQUIPMENT FOR PROGRESSIVE SERVICE STATIONS 
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11,028 independent businessmen like these 
with 


serve you 


Wholesale distributor Bob Evans, 
Mesa, Arizona, uses a plant provided 
and maintained by Standard. We help 
Bob develop new business and back him 
with engineering assistance on his cus- 
tomers’ lubrication problems. 


Standard credit cards make it possible 
for independent marine dealers like Joe 
Faires, Port Angeles, Wash., to honor 
charge accounts. When fuel and lubrica- 
tion problems arise, his customers can 
rely on help from Standard’s engineers. 


better 


Ca 


Robert ‘‘Bob” A. Juner, San Francisco, 
operates his own service station. We sup- 
ply him with business forms, maps, lube 
guides and major equipment. Bob makes 
good use of Standard’s training programs 
to improve his service to you. 


Liquefied Petroleum Gas dealers 
like Louis Marx, Atascadero, California, 
find our operations manual helpful in 
almost every phase of his business... 
especially when it comes to saving cus- 
tomers time and trouble on deliveries. 


Standard’s help 





' 


Standard’s special Aviation Division 
helps airport dealers like Frank Kelsey, 
Salt Lake City, Utah, with wind direction 
indicators, flight guides and credit card 
service .. . all welcome conveniences to 
his customers. 


Keith L. Tweedie, Salem, Oregon, is a 
heating oil distributor. Our complete 
program shows him how to set up an 
accounting system, handle credit, cut 
operating expenses and give you the 
cleanest, most convenient service possible. 


“Big Business’’ creates opportunities for “small 
business.’’ With each doing the job for which it is best 
qualified, both are able to operate more efficiently ... give 
you better service. Here’s how it works with us. 

Standard research and manufacturing skill assure quality 


products. In turn 11,028 distributors of Standard products, 
represented by these six Western independent businessmen, 


help bring you these products in the U. S., Alaska, Hawaii, 
B. C. and many other parts of the Western Hemisphere. 


Because these independent businessmen perform an impor- 
tant service for us, we assist their efforts with technical help, 
suggested operations procedures, advertising and merchan- 
dising support. Thus by helping them to help themselves, 
we are both able to serve you better. 


STANDARD OIL COMPANY OF CALIFORNIA plans ahead to serve you better 
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No car has ever obsoleted the Weaver Twin Post Lift! 


a= 
1958 
AGAIN PROVES 
WEAVER’S 
ABILITY to 
design lifts 
that do not 
become obsolete! 


Xx 





1958 EDSEL is shown above raised on Model EC-102 Twin Post Lift. 


Performance in handling 1958 cars--as well as earlier models--proves 
WEAVER TWIN POST LIFT 
is the best “number-one” lift 
For Oil Company service stations 


IT WILL PAY YOU, in many ways, to standardize on 
the Weaver Twin Post Lift . . . This great “ALL-PUR- 
POSE” lift makes stations more profitable. 


To you, as a buyer—and also from the standpoint of 
rendering profitable service—it should mean a lot to know 
that no new model car has ever obsoleted the Weaver 
Twin Post Lift . . . It handles 1958 models—or older 
models—long, medium or short wheelbase. 


This great all-purpose lift is rail-less, and provides 
unobstructed chassis accessability—lifts cars at outer ends 
of lower control arms for completely relaxed front suspen- 
sion and proper ball joint lubrication—the safe way to 
handle Air Suspension cars . . . Current model Weaver 
Twin Post Lifts, with standard adapters easily handle 
jobs that can not be raised safely on other make lifts. 


WEAVER MODEL EC-102 is capable of handling vari- 
ous wheelbase lengths. An ideal combination is 76” mini- 
mum to 160” maximum—which permits lift to be the 
greatest possible profit making piece of equipment for 
all-purpose use. 

MODEL EC-102 Air Operated Full Hydraulic Twin 


Post Lift has a capacity of 11,000 Ibs. (5,500 Ibs. per 
piston) @ 150 p.s.i. air pressure. 


MODEL EC-103 Electrical-Oil Operated Full Hydraulic 
Twin Post Lift has a capacity of 16,000 Ibs. (8,000 Ibs. 
per piston). 





Rear 
Saddle 








Saddle 











ADJUSTABLE FRONT and REAR SADDLE ADAPTERS 
are standard on EC-102 and EC-103 Twin Post Lifts. 
Illustration above shows range of Adapter adjustment. 
Adjustable Rear Adapter and Saddle Assembly available 
for early model Twin Post Lifts. 


FOR DETAILS — Ask for Bulletin NPN-457. 


WEAVER MANUFACTURING CO., SPRINGFIELD, ILL., U.S.A. 


SERVICE SHOP EQUIPMENT 


Complete line includes: Twin Post Lifts . . 
Free-Wheel and Frame Type Lifts . . 
. .. Wheel Alignment Equipment . . . Headlight Testers . . 
Balancing Equipment . . . Jacks . . 
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. Triple Post Lifts . . . Single Post Roll-on, 
. Unit Lifts . . . Burnper Lift . . . Car Washers 
. Broke Testers . . . Wheel 


. Wheel Dollies . . . and Air Compressors. 





DON’T RISK LOSING 


--- LUBRICATING EQUIPMENT MUST KEEP PACE 


Competition among service stations is greater 
today than ever before. In this age of high-style 
auto design, your customers expect your station 
to be equally modern—gas pumps... . lubricat- 
ing equipment... lighting... 
facilities. Lube equipment that’s not in keeping 
with today’s trend toward ultra-modern styling 


merchandising 


often proves the difference between profit and 
loss. Just as your advanced design gas pumps 
and station exterior pull in customers...modern 
lubricating equipment not only attracts business 
but helps you keep it, lets you service more cars 
—sell more TBA, increases customer confidence 
in all of your services. 








Linco/n ... sets the pace for modern service merchandising 


Over the years, gasoline stations have stimulated 


LINCOLN MODEL P-25 


overall service sales by improving and stylizing 


fixtures and equipment. During these same years 


Lincoln pioneered the idea of StylEngineered 


automotive lubricating equipment... designed 


* 


dete ) 
Smee aS! 
I —s# f 
Cy x4 
\§) 
1920's 


LINCOLN STREAMLINER 
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especially to merchandise lubrication jobs as well 
as dozens of extra profitable services. Lincoln was 
first to offer white decorative lube equipment... 
and today, leads the way with famous Golden 
Standard Lubreels.* 


LINCOLN GOLDEN 
STANDARD LUBREELS 











*Trade Name Registered 


LINCOLN ENGINEERING COMPANY 
Division of The McNei/ Machine & Engineering Co. 
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YOUR CUSTOMERS... 


WITH TODAY’S ULTRA-MODERN STATIONS, 
OR YOU LOSE OUT TO COMPETITION... 











Learn how you can quickly modernize your Lube Department 
and make it an “invitation” to new sales and profits. 
Write now for this free new Lincoln Brochure, No. 536. 


5702-4 Natural Bridge Avenue . St. Lovis 20, Missouri 
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... and if a new truck tank is in those plans, have it 
custom built by Progress. 

Available in any number of compartments and designed 
to meet the requirements of your particular operation, 
Progress custom built truck tanks give you maximum 


efficiency, economy and service. 


Check NOW with your local Progress representative and 


let him help you plan for the 1955-56 fuel oil season. 


Model 500-A. 1200 gallon, 3 compartment 


Progress truck tank. Used as fuel oil unit or 


combination rural and city delivery unit. 


Can be used as combination unit when 


equipped with twin pumping systems. 


MANUFACTURING COMPANY, Inc. Arthur, Illinois 
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roy Oil Company SPEEDS LOADING 
with new facilities! 


Additional MARLOW PUMP 
cuts loading time 
more than 60% 


Keeping some 30 trucks on the road, where 
they make money, sometimes strains loading 
facilities and even driver’s tempers when the 
weather’s cold. That, plus a desire to improve 
customer service are the reasons why Troy 
Oil Company of Indianapolis, Ind. recently 
added new tanks and pumping equipment 
to bring their total storage capacity to more 
than 800,000 gallons. The new loading rack 
is powered with a Marlow pump that in- 
creases the loading rate from a previous high 
of 250 g.p.m. up to 700 g.p.m. 


First Marlows Added In 1949 


In 1949, Troy Oil Company replaced their 
rotaries with four Marlow self-priming cen- 
trifugal pumps. The efficiency and perform- 
ance was so excellent that in 1953, when 
additional capacity was added, another 
Marlow was purchased. Storage facilities 
were then over 237,000 gallons. 


Loading Rate Jumped to 700 GPM 
Troy Oil’s current expansion program was 
designed and engineered by Indiana Oil 
Equipment Company of Indianapolis. The 
new set-up uses 6” suction lines pumping 
into two 3” loading systems. Fed by a Marlow 
25 hp Model 3XSC, loading is now at rates 
of up to 700 g.p.m. This loading increase is 
important in increasing profits since it cuts 
waiting time in the yard. 


Trouble-Free Pumping Service 

The four original Marlow 34EL’s and 38EL’s 
have operated efficiently without service in- 
terruption since 1949. The Marlow 32HEL, 
installed four years later, has given the same 
dependable, trouble-free service. All five 
units maintain their original factory efficiency 
throughout their entire use because there's 
no metal-to-metal contact in the pumps to 
wear. 

Marlow builds a complete line of self-priming, 
centrifugal pumps for every petroleum pumping 
application in bulk plants, delivery trucks and 
transports. Call your Marlow equipment distrib- 


utor today for complete information or write 
direct for Bulletin PM-06. 
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DIVISION OF 


BELL & GOSSETT CO. 


MIDLAND PARK, N. J. 


Marlow 


PUMPS 


R) 
Morton Grove, Illinois Lonaview Texas 
In Canada: Pumps & Softeners Ltd., London, Ontario 7-263 





Petroleum Sales Managers 


THE GENERAL TIRE NOW OFFERS YOU 
A COMPLETE TBA PROGRAM SO 
FLEXIBLE THAT IT CAN BE TAILORED 
TO ANY MARKET=—ANY SITUATION! 


FEATURING A FULL PROFIT LINE 
OF GENERAL PASSENGER, TRUCK 
AND FARM TIRES... TUBES, BATTERIES 
AND ACCESSORIES... THIS SURE-FIRE 
PROGRAM OFFERS ALL-OUT ADVER- 
TISING, MERCHANDISING, MARKET- 
ING AND SALES TRAINING HELP. IT 
OFFERS WAREHOUSE FACILITIES AS 
NEAR AS YOUR TELEPHONE! 


TO INCREASE TBA SALES AND 
PROFITS FOR YOUR DEALERS AND 
YOURSELF, WRITE IN CONFIDENCE 


L. L. HIGBEE, 
TRADE SALES MANAGER 


THE GENERAL TIRE & RUBBER COMPANY 
Akron, Ohio 
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GAIN MORE 


AT THE POINT-OF-SALE 


Through faithful reproduction of 

your trade mark, Plasti-Line signs 

do your “‘pre-selling’’ at the dealer 
level. Night or day, identification 

is spectacular and distinctive. And, 
Plasti-Line can handle the entire 
job . from creation to construction 
Your sign program can start the day 
we receive your trade mark 


and there’s no obligation! 








illuminated plastic 
signs of success 
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NEW 
HIGH PRESSURE—HIGH VOLUME 
JET FUELING 


. 


Fram-Warner Lewis Separator/filter 


Now In World Wide _ Service 








- FILI ETN 
.) a ee 





“BREN eerie 


| 


Fram-Warner Lewis announce a 





completely new line of water sep- 
arator/filters to meet high speed 
jet fueling requirements: 

*Two stage design provides posi- 
tive protection against contaminent 
carry-over into sensitive turbine 
engines. 

*New low cost and easy servicing 
features provide minimum mainte- 
nance cost. 

*Compact, lightweight design will 
fit your refueler trucks and hydrant 





WARNER 


_ Lewis 


— Company 


BOX 3096 TULSA, OKLAHOMA 





servicing vehicles. 

“Capacities from 60 GPM to 1200 
GPM in carbon steel or non ferrous 
construction. 

*All models are designed and 
tested to meet performance re- 
quirement of MIL-F-8508A. 

Let Space Saver water separator / 
filters be the cost saver in your 
new fueling facilities. For further 
details write for bulletin 9-5M-58. 











DIVISION OF CORPORATION 
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/t pays to insist on Thermoid Hose 


For every oil marketing job, there’s a 

Thermoid Hose engineered to do the job better... 

last longer . . . cut your replacement costs. 

The hose you need is quickly available from your ~ 
Thermoid Distributor. Get full information hermol 
from him, or if you prefer, write direct. 
Thermoid Company, Trenton, N. J. 
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T.B.A. sales Go Up... 


with modern ARO a 


Down with the obsolete! Up with modern ARO Lube 
Equipment to make more money. ARO helps boost your 
profits by attracting new customers for lube service. . . 
getting more cars on the lift where it’s easiest to sell re- 
placement tires, batteries and accessories! 


Switch to ARO for the most advanced features to save 
steps, time and effort on every lube job... plus eye- 
pleasing design . . . ARO-engineered dependability. It’s 
the proven way to get top profit in lube service. See your 
ARO jobber now! 


Get the ARO Exclusive 
10,000 Lube Job WARRANTY 


ARO warrants the AL-207 Air Moter te be free 
from defects in workmanship and materials for 
10,000 lube jobs or 3 years, whichever occurs 
first, from dete of purchase. 


THE ARO EQUIPMENT CORPORATION 
GENERAL OFFICES—BRYAN, OHIO e@ Plants at Bryan and Cleveland, Ohio 
Aro of Calif., 3141 S. Grand Ave., Los Angeles 7, Calif. 

Aro Equipment of Canada, Ltd., Toronto 15, Ontario 
Offices in All Principal Cities 


A e LUBRICATION EQUIPMENT 


Automotive—Farm 
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Who says there’s 
not enough 


i 


competition in 


the Oil Industry? 


PRODUCTION: “I compete 
against 15,000 other independent 
oil producers to keep America 
supplied with enough oil to meet 
our future needs.” 


Competition is the key to success in al! phases of the vil 
industry. Large, medium and small oil companies compete to sup 





RESEARCH: “I compete with 
thousands of scientists from 
scores of other oil companies to 
create new and better products 


lor consumers. 


ply the products that fuel our nation’s economy. 


All this competition has one all-important result: Americans en 
joy the widest selection of high-quality oil products at the lowest 
prices anywhere in the world. 


REFINING: “Competition in my 
field keeps the top refining com 
pany in the United States down 
to only 10.4% of the total refin 


ery output * 


MARKETING: “And, of course, 
everyone knows about the in 
tense competition in my end of 
the oil business— America’s more 
than 180,000 service stations.” 


American Petroleum Institute, Dept. G 
50 W. 50th Street, New York 20, N. Y. 


Please send me your FREE booklets on the oil 


industry 
NAME 
ADDRESS 


For more valuable information about your industry clip and mail 


this coupon, 
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ToKHEIM LLw@lBar 


most effective island displayer ever developed! 


No doore 
to ctore! 


cmc OMe Se wee a 


e | 


Displays oil 
and TBA 
on al 4 video! 


a 


Never before an oil and TBA merchandiser like the 
new LuBar. Big and attractive, it demands attention 
and gets it; puts up to 60 cans of oil right in front of 
the customer. Moreover, it is a permanent sales tool. 
You don’t have to move it in and out when you open 
and close. Panels on all four sides swivel 180°— 
lock securely. Peg board inserts, furnished, snap 
into place over empty panels for TBA displays. 


Special concealed compartments drain and store 
empty cans for easy removal later. Aid good house- 
keeping! Compartment also provides space for 
pouring spout. Install LuBar parallel with pumps or 
diagonally for increased visibility. Either way it will 
boost your oil and TBA sales as it is already doing 
for hundreds of stations. Call your Tokheim repre- 
sentative today or write for new bulletin! 


General Products Division 


There is no substitute 


for TOKHEIM QUALITY! TOKHEIM CORPORATION 
v . 


DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 
1650 WABASH AVENUE SINCE 1901 FORT WAYNE 1, INDIANA 


OKHEIM 


Subsidiaries: Tokheim N. V., Leiden, Holland — GenPro, Inc., Shelbyville, Indiana 
Factory Branch: 475 Ninth Street, San Francisco 3, California 
In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge Street, Toronto, Ontario 
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Stop explosions before they blow 


Let Crouse-Hinds equipment and technical assistance help 


Send for the you to prevent electrically-ignited explosions. 


The more than 15,000 Condulet ® items in the Crouse-Hinds 

C RO U $ E- | N D 8 line, include the world’s widest selection of explosion-proof 
and dust-tight electrical equipment. There are Condulet 

ee e 9 devices for every circuitry requirement, and for every haz- 
Mazare Finder ardous area and condition. All backed by engineers and 
technicians thoroughly familiar with Article 500 of the 

National Electrical Code and its application to specific 


situations, 


For a quick, general survey of probable dangers in your 
plant, send for the Hazard Finder. For technical discussion 
of specific areas and hazards, write for Crouse-Hinds bulle- 


tins which apply. 


© Or for personal assistance, ask any of the 
offices listed below to send a Field Engineer. 


@ The Hazard Finder will enable you to make a quick 
survey of the hidden probabilities of electrically- 


ignited explosions in your plant. CROUSE-HINDS CO 
Syracuse 1, N. Y. 


BlN 1 want to check my plant. Send me your Hazard 
<S Finder. 


MAIN OFFICE AND FACTORY: SYRACUSE, NEW YORK 


Name 


@ CONDULET” ELECTRICAL EQUIPMENT (Explosion-Proot and Conventional) @ FLOODLIGHTING 
@ TRAFFIC CONTROL SYSTEMS @ AIRPORT LIGHTING and WEATHER MEASURING EQUIPMENT 
Company 


These products are sold exclusively through electrical distributors. For application engineering help, contact one 
of the following offices igé E 1 at i 


H We ty A Address 


k { 


Resident Representatives 


City 





Trailmobile aluminum tank design protects your revenues... 


AT THESE 








... AND AT ALL THESE POINTS TOO! 


You're always close to competent 
service when you specify Trailmobile. 
There are complete sales and 
service facilities in 54 key 
cities across the nation. 
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CRITICAL POINTS! 








ea ace rig aR eS RCI * 
Es eee 





— We look at it this way: It doesn’t make 
good sense to design in aluminum—to 
give you extra payload capacity—without 
taking every precaution to keep that extra 
capacity in regular service. That's why you'll 
find significant differences in aluminum tanks 
designed by Trailmobile. It will pay you to check these 
critical areas next time you buy. 


Available in oval or cylindrical types. 


TRAILMOBILE we. 


CINCINNATI 9, OHIO « SPRINGFIELD, MISSOURI + LONGVIEW, TEXAS + BERKELEY 10, CALIF. 
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The biggest, most exciting 
petroleum advertisement ever! 


TOUR WITH TEXACO... 

Youll have 
the best a : 
HOW 10 GET our 


. : THE MOST OUT OF 
Vacation trip MOTOR TRIPS | 

















It’s by TEXACO...and it’s only in LOOK 


HH BIGGEST petroleum ad in magazine lexaco wanted to promote its “Tour with Texaco” theme in a big, bold, 
history—a 2-page, full-color spread 
backing up an 8-page, full-color 


touring guide, exclusive in the June the country. They chose LOOK as the keystone of their promotion. Why? 
10 issue of LOOK. , ’ : ; 


exciting way. They wanted to reach ...to move... people throughout 


Because LOOK reaches | out of every 5 people in families with one or 
fj SOLDEST promotion in petroleum , 
history—aimed at sparking new de- 
mand for Texaco gasoline and oi vas , f . 
; 8 e and oil cause LOOK, the exciting story of people, gets response from people in 
by creating new interest in travel. : 3 ; ; 


more cars... | out of 4 people in families with two or more cars. Be- 


a way that’s unique among advertising media. Because LOOK, America’s 
fy BROADEST coverage ever—a dynam- 
ic campaign involving outdoor, 
point-of-sale, radio, TV, other mag- — yroducts of American industry—for the products you sell. 
azines. All tie in with the LOOK a 
ad, which will reach 24,800,000 peo- 
ple—one of every five Americans 


fastest-growing major magazine, is such a compelling salesman for the 


aged 10 and over. 
ay the big magazine 
| al @ ( ) K for big promotions 
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DO rue / TUBELESS TIRE REPAIR JOBS BETTER 
AND FASTER WITH SCHRADER 


This idea saves stocking seven different tubeless tire valves 


SCHRADER SLASHES INVENTORY! 


You can keep it simple when it comes to tubeless tire valve needs ... and match all the 
tires you have in stock to any car model that comes in! Schrader offers two combinations 
that let you cut tire valve inventory to the bone. Take your choice. Ask your supplier for 
the one you need and be ready to match your tire stock to any car. 


INVENTORY SAVER THAT FITS 
ALL CARS: #990 combination 
#413R Valve for 453" and 
354 Valve for Ye” rim holes, 
with ##3680C or #£3680G Ex- 

tension, A ~" INVENTORY SAVER THAT 

, e FITS 95% OF ALL CARS: 

#3640 combination. 

#3640K2 Valve with 

washers for .453 and 

Ye’ rim holes and 


#36B0C Extension NEW TUBELESS SNAP-IN VALVE MOUNT. 


ING TOOL: For all tubeless valve 


~ 


lengths on any rim. # 


17” x 22” Wall Chart available to purchasers of either of these two boxes 


A. SCHRADER’S SON * BROOKLYN 38, N. Y. 
| Division of Scovill Manufacturing Company, Incorporated 


FIRST NAME IN TIRE VALVES 


edivinon of SCOVILL =| FOR ORIGINAL EQUIPMENT AND REPLACEMENT 
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THREE OF THE BEST 


NAMED BY BRAND NAMES FOUNDATION 


HAROLD SMITH 
Cayuga and Green Streets 
ithaca, New York 


In competition with thousands of service sta- 
tion dealers in all parts of the United States, 
these Atlantic dealers were three of the top 
five winners in this year’s “Retailer of the 
Year’’ competition sponsored by Brand 
Names Foundation, Inc. 


These men have been conspicuous in their 
effort to provide the motoring public with 
both quality products and expert service. 
They have successfully managed their retail 
businesses, promoted their products and serv- 
ices and contributed to the welfare of their 
communities. They have performed in such 


EDWARD POUST 
144 Rubber Avenue 
Naugatuck, Conn. 


J. RUSSELL HEATH 
Main and Bridge Streets 
Lambertville, N.J. 


a manner as to reflect credit on service sta- 
tion operators everywhere. 


The Atlantic Refining Company is proud 
of the record made by its dealers in Brand 
Names competition over the past six years. 


Since 1952, three Atlantic dealers have been 
named “Retailer of the Year.” ... And, 10 
others have received Certificates of Distinction! 


These outstanding achievements are the 
direct result of the teamwork between Atlantic 
and its dealers, who constantly work together 
to give the motoring public highest quality 
products along with expert, dependable service. 


THE ATLANTIC REFINING COMPANY [2persted 107°, Producer, Manufacturer’ ® 
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The new Guardian Porce/ain 
MTOR ANAGITA 
hloodhight 


Now it's possible for any station to have the advantages of fluorescent 
lighting —with such a low initial cost, such low operating and mainte- 
nance costs that original lighting equipment investment can be amortized 
in the period of just a few months. 

The new Guardian Porcelain Enameled Fluorescent Floodlight gives 
you everything you want in efficient, economical illumination. The intro- 
duction of this latest Guardian “first gives you a top quality fixture un- 
surpassed, yet unequaled in efficient high intensity light output. This 
Guardian Series 9200 Floodlight provides long beam, wide area “natural” 
light with greater uniformity and visual comfort. The completely new styl- 
ing and simplified design makes the most effective use of high level 
power groove lamps. Quality construction features a porcelain enam- 
eled steel housing and reflector which assures long trouble-free perform- 
ance and easy maintenance. 

Write today for complete information on this new low-cost fixture. 
You'll find the Guardian Porcelain Enameled Floodlight gives you the 
finest in outdoor lighting at a price you can't afford to pass up. 


WRITE FOR LATEST GUARDIAN BULLETIN B26 


GUARDIAN ightcomrany 


500 NORTH BLVD. OAK PARK, ILLINOIS 
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The oil industry knows NPI can deliver 


For years NPI has served the varied 
WHON PRODUCTs Needs of both the largest and smallest 
petroleum products marketers. Consis- 
tently, the demand for top quality signs 
with years of trouble-free use built into 
saa cial: them has been met. In addition, the ca- 
Tek Plastics, Lid., Toronto, Canada pacity to deliver on schedule, without 
ee ee ee ee fail, has established NPI as the most 

reliable supplier of illuminated filling 

station signs. 


INCORPORATE ID 


EK.izma, Ohio U.S.A... 


We operate filling stations. Please have The services of a Signvertising® Engi- 
a Signvertising Engineer call. neer to help you modernize your entire 
sign program are available with no obli- 
NAME gation. Just use the coupon at the left. 
TITLE 
WRITE TODAY — Use this coupon to get 


the services of a Signvertising® Engineer. 
No obligation. 


COMPANY 
ADDRESS 
CITY 
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INCREASE YOUR OIL CHANGE DOLLAR VOLUME Now is the time to boost falling oil 
20% this easy way. Last year over 400,000 extra barrels ratios. Write: FRAM Corporation, 
of oil were sold because of filter replacements! Providence 16, Rhode Island. 


Today, more new cars are equipped with FRAM Filters 
as original equipment than any other make. This means 
a big, ready-made market for service stations that 
feature FRAM Filters. The current FRAM advertising 
campaign is the most powerful national promotion in OIL* AIR + FUEL* WATER 


filter history .. . urging drivers to “Take Five’’—to take 
five minutes every 5,000 miles to install a new FRAM 
Filter and to charige the oil. 
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Tri-Sure Closures help protect the products of 
STANDARD OIL COMPANY OF CALIFORNIA 


Standard Oil Company of California, using the best in crude oils, research 
and refining, has made “RPM” a symbol of quality in motor oils and aviation 
oils—and takes every precaution to protect this quality in drums and pails. 
The photograph above, taken in the plant of Standard Oil Company of Cali- 
fornia, shows a group of drums equipped with Tri-Sure* Closures, and pails 
equipped with the Tri-Sure Reversible Spout Assembly —quality protection for 
quality products! 


TRI-SURE CLOSURES FOR DRUMS give absolute security to steel ship- 
ping containers with an exclusive assembly of Flange, Plug and Seal that pro- 
vides positive protection from leakage, seepage and contamination. 
TRI ma cnanaian FOR ne i : Zé é i CLOSURES 
-s £ CLOS us S — including the popular Reversible Spout 
Assembly pictured above—offer many varieties of fittings that make pails *The “Tri-Sure” Trademark is a 
easier to fill, ship, pour and stack. mark of reliability backed by 


: . : over 35 years serving industry. 
Whatever your product or closure problem, the comprehensive line of Tri-Sure 


Closures for drums and pails will provide the best solution for your specific 
needs. Ask your supplier now or write for details. 


AMERICAN FLANGE & MANUFACTURING CO. INC., 30 ROCKEFELLER PLAZA, NEW YORK 20,N. Y. 


> CHICAGO, ILL. - LINDEN, N. J. - NILES, OHIO 
‘ ~ Pane Tri-Sure Products Limited, St. Catharines, Ontario, Canada 
f A 1% Tri-Sure S/A Indéstria e Comércio, Sao Bernardo Do Campo, Estado de Sao Paulo, Brazil 
TRI-SURE THE WORLD OVER American Flange & Manufacturing Co. Inc., Villawood, N. S. W., Australia 
d : ’ 0 Compafiia Mexicana Tri-Sure S. A., Naucalpan, E. de Mexico, Mexico 
A See B. Van Leer N. V., Stadhouderskade 6, Amsterdam, Holland 
Van Leer Industries, ltd., Seymour House, 17 Waterloo Place, Pall Mall S. W. I, London, England 


NATIONAL PETROLEUM NEWS * May, 1958 





Ahead of the News 


AROUND THE COUNTRY 





Summer Business Outlook: Good—You can expect 
business at your stations to be better this summer than 
last. That’s the upshot of a special NPN survey of 19 
major oil companies. Twelve companies expect a rise in 
summer business, with estimated increases ranging 
from 2%-10%. Three companies expect the same or a 
little better. Three look for about the same volume as 
last summer. Only one company predicts a decline. 
Outlook for sale of replacement parts is also up, ac- 
cording to reports. 


Capital Spending Plans—The drop in capital spend- 
ing by business may end early next year. That’s the 
view of McGraw-Hill’s economics department, follow- 
ing its latest survey. Large oil marketing companies this 
year plan to spend $413-million, 3% less than in 1957, 
for new plants and equipment. That’s the smallest drop 
of all segments of the oil industry. 

An NPN survey shows 10 majors will spend more 
for capital improvements this year; 14 will spend less. 
Service stations will get the bulk of the marketing 
money. Ten companies told NPN they'll spend more 
for new stations and rehabilitation than in 1957. 

Overall oil industry spending is expected to drop 
7%. Marketing’s outlook still looks better than business 
generally, too. Plans for all American business are 
down 12%; for all manufacturing companies, down 
18%. Only one major industry plans an increase 
in capital expenditures this year: electric and gas util- 
ities, up 3%. The auto industry is down 33%. 


Demand Forecast—Domestic demand for oil products 
will increase about 25% in the next five years and 
53% in the next ten years, predicts NPN’s annual 
FacTBooK, scheduled for publication in mid-May. 
Gasoline demand will be up to 1.8-billion bbl. during 
1963; distillate to 815-million bbl. On the retail scene, 
there will be 184,950 service stations serving 65.8- 
million passenger cars and doing a total dollar volume 
of $18-billion. TBA sales in 1963 will include 62.3- 
million passenger car tire replacements and 28.8-million 
batteries. 


AGDA Sets Targets—Look for a big membership drive 
by American Gasoline Dealers Assn., the new national 
retailer association (NPN—Dec., ’57, p86). The group 
has about 100 members now; hopes for more than 
1,000 by the end of the year, 2,000 by the end of ’59. 
Membership is on an individual-dealer basis only. 


New Name—Tidewater Oil Co. will use the Veedol 
brand instead of Tydol for its industrial lubes. The 
company is adopting uniform identification for all its 
first-line lubes in general use. 
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Magnolia Market Push—Magnolia Petroleum re- 
portedly plans to spend $35-million over the next five 
years in its five-state Southwest marketing area, in a 
drive to modernize existing outlets and build new ones. 
Part of the company’s program is said to call for elimi- 
nation of stations with less than 15,000-gal.-a-month 
potential. 


Closing Hours—One major company plans a systematic 
campaign of trying to persuade some dealers to keep 
their stations open longer. Heretofore, the company has 
not intervened, but legal counselors have authorized the 
move. It’s another way of trying to get more business. 


Pump Changes Coming—Watch for more major 
changes in gasoline pump design. Experimental units 
from Wayne Pump Co. are in use at a Rochester, N. Y., 
Shell station. Erie’s new design is shown on p. 139. 
Bennett and Tokheim are reported working on new 
models. Gasoline Pump Manufacturers Assn. is pushing 
to make pumps better merchandising tools. One reason 
for the activity is the decline in pump sales: Off 12%- 
15% for the first three months of ’58. 


Heat's on in the Southwest—One of the hottest mar- 
keting areas in the country is the West Texas-New 
Mexico area: 

e El Paso Natural Gas Products Co., Americam 
Petrofina, and Shamrock Oil & Gas are all building 
stations and looking for jobbers there. 

© Phillips and Texaco have gone partners with 
Shamrock in laying a products line from Amarillo to 
Albuquerque. 

e Humble is continuing its drive to saturate New 
Mexico. Its stations now stand fifth in tax-paid sales 
after entering the state a couple of years ago. 

e Skelly Oil is “studying” New Mexico, has built 
“a few” stations. Skelly, however, is having difficulty 
arranging mutual supply exchanges with another sup- 
plier, will go slow until it makes an agreement. 


Chevron Goes East—Nationalization of Standard of 
California’s “Chevron” brand will get another push 
when it replaces the “Calso” brand now used by Cali- 
fornia Oil, Standard’s East Coast subsidiary. There are 
many gaps nationally, including the entire Midwest, so 
the whole program will require years. Once established, 
the red-white-blue chevron insignia will give Standard 
of California a strong competitive appeal nationally, 
say the men behind the project. 

“Chevronization” of Calso’s area will be the respon- 
sibility of E, E. Wall, Caloil president, and W. S. Mor- 
ris, marketing vice president, who took over their new 
positions April 1. (NPN predicted the changeover in 
Nov. ’56, page 91. For more on Calso and Standard of 
California marketing changes, see page 18.) 


More Ahead of the News 
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Highway Action—The new federal highway act will 
boost government roads spending in fiscal 1959 by 
$600-million. Impact on marketers: 

e Pressure for gasoline tax hikes will continue to 
mount. Reason: many states now feel that more state 
matching dollars are needed to meet the $600-million 
“anti-recession” expansion in the federal program. The 
gasoline tax gets the nod as the most likely revenue 
source. 

¢ Increase in government spending will mean an 
estimated additional demand for 90-million gal. of oil, 
grease, gasoline and bituminous products. Based on 
Commerce Dept. estimates, the new demand figure is 
over and above the one billion gal. of oil products for 
highway construction originally scheduled. 


ae 
Shift to Regular?—A major company is looking into 
reports that some customers are switching to regular 
grade. They wonder if it’s a trend. For example, car- 
owners may have the spark plugs set back so the engine 
will take regular-grade gasoline, ignoring the manufac- 
turer’s recommendation for premium. 


Oil Marketers Week—A down to earth program is 
slated for the API Marketing division meeting in New 
Orleans, May 21-23. Among the features: 

e “How to Reduce Delivery Costs,” by P. W. Engels, 
Shell, chairman of the operations and engineering com- 
mittee. 

e “Are We Selling Motor Oil?” by G. H. Osborne, 
of Kendall Oil. “If Not, Why Not?” by J. H. Yater, 
Esso. And “What Can We Do?” by Howard P. Fergu- 
son, Sohio. 

® The outlook for fuel oil, by L. S. Marshman, 
Socony, and fuel oil selling, by J. J. Delaney, Sinclair. 


Knox Scouts for Stations—Private brander Richard 
Knox, president of Knox Industries, wants to expand. 
He’s looking for a chain—or chains—of multipump 
stations. Currently operating a 34-station chain in 
Oklahoma, Knox would like to buy up to 50-60 sta- 
tions in the Southwest. 


IN THE LABS 





More Efficient Burners—Gulf researchers will wait 
until Oil-Heat Institute’s convention next month before 
they let the rest of the industry in on how to make high- 
pressure gun burners more efficient and cut heating 
costs. For the present, Gulf says only that lab tests of a 
device made up of two components result in a major 
boost in CO,, with no smoke, and with a cut in stack 
temperature. Reported result: a “significant improve- 
ment in operating efficiency, noticeable reduction in 
fuel consumption and over-all improvement in burner 
performance.” 
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IN WASHINGTON 
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Where's Jimmy Going?—Here’s the way the future 
looks now for Rep. James Roosevelt (D., Calif.): 

* His planned investigation of gasoline surpluses 
probably won’t come off. Texas Democrat Wright Pat- 
man, chairman of the House small business committee, 
says such hearings should be held by the parent body— 
not Jimmy’s subcommittee. Since Patman’s busy with 
economic problems, the gasoline probe is likely to be 
forgotten for this session. 

¢ There'll be no checkup on major-dealer relations 
until 1959, when the one-year moratorium promised 
the companies by Roosevelt comes to an end. Jimmy 
faces opposition for election this fall, has said he’ll look 
at the progress made by majors if he’s returned to Con- 
gress. 


e 
Pure Protest Coming—Next action in Federal Trade 
Commission’s case against Pure Oil Co. will come in 
Washington Aug. 1. An FTC examiner will hear a Pure 
motion to dismiss charges. The government rested its 
case last month, after presenting evidence maintaining 
that Pure violated antitrust laws in its Birmingham, 
Ala., area. 

e 
More Tax on Aviation Fuels?—Secretary of Com- 
merce Weeks is proposing elimination of the present 1¢ 
gal. refund on avgas, and an annual increase in taxes 
until they reach 6.5¢ gal. by 1962. His proposal also 
calls for an immediate tax on other aviation fuel— 
including kerosine—of 3.5¢ gal., effective July 1. This 
tax would also be boosted to 6.5¢ gal. by 1962. The 
idea is to hit airway users for extra money to operate 
the federal airway system. 


IN DETROIT 





Small Cars From Detroit?—General Motors may be 
the first of the big three auto companies to go into pro- 
duction with a small car. The company plans to build 
a new plant at Willow Run airport. Designed to employ 
3,000-4,000 people, sources say GM has made the 
decision to install a small car operation here. One big 
problem remains to be solved: which GM division 
should have charge of the project—Chevrolet or Pon- 
tiac? 
e 

Octane Rise Slowing Down—The rate of octane im- 
provement in gasoline pools will probably slow down 
in the next few years from an average increase of 1.0 
per year to 0.4 for the country as a whole. The predic- 
tion is made by two Ethyl Corp. researchers, who sug- 
gest car makers should consider the trend in designing 
future engines. While available processing techniques 
can accommodate still further octane increases, the 
Ethyl researchers warn that the gap between pool gaso- 
line antiknock quality and the octane requirement of 
90% of the cars on the road has increased steadily in 
the last three years. 


NATIONAL PETROLEUM NEWS *« May, 1958 





Petroleum Indicators 


se NPN PRICE AVERAGES* 


MILLION Refinery /Terminal 
{ BARRELS (¢ per gal.) 


7” April March April 
1958** 1958 1957 














Gasoline 

(regular) 11.46 11.46 12.71 
Kerosine 10.67 10.86 1 = 
Distillate 9.17 9.22 10,38 
DISTILLATE Residual 4.79 480 642 
4 principal 

products 9.08 9.10 10.43 
Lube oil 21.98 22.58 24.17 


g RESIDUAL Crude at well 
($ per bbl.) 3.19 3.19 3.18 


= ee 
ao 


P Se ces sey - 
g ee en a *Weighted average price, principal 


‘9 | | markets. Crude prices last day of 
- i month, not monthly average. 
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MONTHLY PETROLEUM STATISTICS 


Primary stocks (Last Day) April 1958* March 1958 April 1957 


Finished and unfinished gasoline (thous. bbl.) .......... 213,786 215,837 201,407 
Kerosine (thous. bbl.) 17,406 17,089 21,512 
Distillate fuel oil (thous. bbl.) .. ae 73,727 74,877 78,743 
Residual fuel oil (thous. bbl.) ee 56,962 54,987 37,429 
Crude oil—B. of M. (thous. bbl.) sie pelepaeeed tS se-5 so ts 279,342 284,501 265,796 


Refinery Activity 


Crude runs to stills (thous. bbl. daily) . 
Foreign crude included (thous. bbl. oo : 
% of refinery capacity operated 


Refinery Output 


Gasoline (thous, bbl. daily) . 
Kerosine (thous. bbl. daily) .. 
Distillate fuel oil (thous. bbl. daily) 
Residual fuel oil (thous. bbl. daily) 


Crude Supply 


U. S. crude oil production (thous. bbl. daily) 
Crude oil imports (thous. bbl. daily) 


*Through April 11. 
Source of Data: API Weekly Reports, except 1957, Bureau of Mines. 


MONTHLY MARKET TRENDS 


Latest Month Previous Month 


Exports of crude and refined products (thous. bbl.) . 7,425 (Jan.) 9,482 
Average station gasoline price, ex tax (¢ per gal.) .. 21.58 (April) 21.77 
**Gasoline consumption (million gal.) eae sag pees 4,519 (Nov.) 4,851 
Service station permits (number) . 584 (Dec.) 630 (Nov.) 
Passenger cars—domestic shipments (thous. ) ieee 384 (Feb.) 463 
Trucks and buses—domestic shipments (thous.) ote 54 (Feb.) 64 
Automotive replacement tire shipments (thous.) 4,374 (Feb.) 5,511 
Replacement battery shipments (thous. ) 1,997 (Jan.) 2,015 
Oil burner shipments (thous. ) 29.5 (Dec.) 44.6 


**Excludes Oklahoma. 
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Supply and Demand 


Products Lag in First Quarter 


Gasoline stocks build up 
while distillates settle 


Total for oil products in the first 
three months of 1958 were slightly less than in the 
same period of 1957. They were also slightly under 
pre-1958 forecasts. 

Severe February weather spurred domestic heat- 
ing oil demand, resulting in heavy withdrawals 
from refiners’ inventories of distillate fuel oil. Dis- 
tillate stocks March 31 were under the 1957 level 
at the end of the heating season. 

Contrariwise, the weather held down gasoline 
consumption over much of the country. As a result 
of this and other limiting factors, U. S. gasoline 
stocks by early April had built up to a new high 
level. 

The fact that refiners operated in the current first 
quarter at an 8% lower rate than in 1957 pre- 
vented an even greater increase in gasoline and 
other stocks. 


Available API data on 1958 supply-demand for 
oil products lumps together domestic and export 
requirements. The data suffers through comparison 
with 1957 in that the earlier year included ab- 
normally heavy exports—fuel oils particularly— 
because of the Suez crisis. This year exports are 
much lower. So domestic demand alone, when 
figures are available, may show up in a more 
favorable light for the first quarter—but gains over 
1957 will be moderate. 


Indicated total distillate fuel oil demand in the 
first quarter average about 2,600,000 b/d. In 1957, 
requirements in the same period averaged 2,675,- 
000 b/d. Pre-1958 forecasts called for a total de- 
mand at refineries of about 2,650,000 b/d for the 
first quarter. 


Requirements for the distillates at refineries in 
January averaged around 2,740,000 b/d. In Jan- 
uary a year ago, they were around 3,220,000 bbl., 
of which exports were some 220,000 b/d. In 
February this year, the extreme cold weather 
brought total demand up to about 2,950,000 bbl., 


Gasoline Stocks by Refining Districts, 
1957-1958 
(000 bbis., API Data) 
March 31 March 31 % 
1957 1958 Change 
43,170 47,135 +9.2 
38,637 41,039 +6.2 
Total Coastal 81,807 88,174 +7.8 
Ind.-Ill.-Ky. 36,782 41,490 412.8 
Minn.-Wis.-Dak. 6,894 6,856 —— 
Okla.-Kan.-Mo. 21,183 20,068 —5.5 
Other Inland 29,922 30,231 +1.0 
Total Inland 94,781 98,645 +4.1 
West Coast 26,845 29,017 48.1 
Total U. S. 203,435 215,836 +6.1 


District 


East Coast 
Gulf Coast 





Millions of bbl. 


“| How U.S. Gasoline Stocks Are Mounting 
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with exports only a small factor. Distillate fuel oil 
inventories at refineries were reduced 34,500,000 
bbl. in this month alone. In March, however, total 
distillate demand dropped to under 2,200,000 b/d. 
With the letup in the extreme cold, distributors 
used up part of the supplies they had bought in 
February. 

Heavy withdrawals of distillate fuel oils from 
inventories in February brought total shipments 
from stocks for the first quarter to over 75,000,000 
bbl. From a total for the U. S. of 150,770,000 bbl. 
of distillate fuel oil stocks on Dec. 31, 1957, these 
inventories on March 31 were 74,875,000 bbl. A 
year ago, same date, they were 75,655,000 bbl. 

Indicated total gasoline demand at refineries in 
the first quarter averaged around 3,500,000 b/d, 
while in the first quarter of 1957 these require- 
ments were 3,682,000 bbl. The pre-1958 forecasts 
were 3,750,000 bbl. With the large growth in 
trucking and bus operations and the use of heavy 
automotive equipment in highway and construction 
work, gasoline consumption can be expected to 
promptly reflect the state of general industrial 
activity. 

Even with a lower refinery gasoline production 
than in the early months of 1957, the lag in de- 
mand brought about a buildup in U. S. gasoline 
inventories of 19,435,000 bbl. from Dec. 31, 1957, 
to March 31, 1958. This compares with an increase 
of 17,693,000 bbl. in the first quarter of 1957. 

Crude runs to refinery stills averaged 7,520,000 
b/d for the first quarter, 8% lower than in the 
same period in 1957. They reflect the feeling of the 
oil companies that product demand in coming 
months may be very moderately over 1957. Ld 
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Couplings. Ever-Tite gives you the finest in quality 
and engineering. And Ever-Tite gives you tight con- 
nections every time—because every Ever-Tite has 
positive gasket compression that is dependable under 
all conditions. Get Ever-Tite—and get the best in 
quick couplings. There is an Ever-Tite for every 
need. Ask your distributor. 
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Nearly everybody hears Sinclair Commercials 
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10,000 Sinclair Radio 
Announcements every week 


Boosting Business for Sinclair Dealers 


Every week, a broadside of 10,000 Sinclair radio announcements is carried over more than 
900 radio stations. These announcements are heard more often and more consistently 
than any other oil company commercials — radio and TV combined. This barrage spearheads 


Sinclair advertising and sales promotion. And Sinclair Dealers are reaping the rewards, 


As a Sinclair Dealer, you, too, would profit from this 


dealer help. Talk it over with your = 
Sinclair Representative; or write eg 
Sinclair Refining Company, Dino, the Sinclair Dinosaur, says: } | 


“Sinclair leads the industry 


600 Fifth Avenue, New York 20, in dealer assistance,” 
N. Y. Ask, too, about the 

Sinclair TBA franchise, 

featuring Goodyear, the 

greatest name in rubber. 
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Editorial 


WS fetiteditel| 
Petroleum 
News 


Good Business to Be In 





So far this year, good oil marketers 
can be grateful they‘re in this business. 
Even though it has been rough all over, busi- 
ness has been on the rise. 

Before anyone takes exceptions to that re- 
mark, and some probably will, let’s take a look 
at some of the preliminary reports. One of the 
broadest indicators is retail service station sales. 
Sharp dollar increases were reported for both 
January and February. Compared with the 
opening months of 1956, January was up 6% 
and February, 6.5%, in dollar volume. 

Price weaknesses are a source of concern to 
many marketers, Price weakness persists be- 
cause the stock surplus persists, even though 
inventories show signs of improving down- 
ward. But price isn’t everything. 

Among those who have been hard hit 
are the poor marketers, the inefficient dis- 
tributors who never before have had to be good 
business men. They rode along on the crest of 


prosperity, enjoying good times despite their 
own inadequacies. Included, too, are the major 
company representatives who similarly fared 
well despite their ineptitude—but who are now 
being required to practice efficiency and help 
distributors and dealers to run a clean, tight 
operation. Those who can’t are being dropped. 

Companies are becoming more efficien- 
cy- and economy-minded. Breakneck ex- 
pansion has been halted, and planning is 
proceeding more cautiously, more system- 
atically. Those who benefited from wasteful 
expenditures, often for unsound projects, may 
be hurting somewhat today. 

But sound planning, efficiency and common 
sense can squeeze out the fat and cure the ills. 
This will make for stronger and healthier 
industry, which can mean sound prosperity 
for the efficient, up-to-date marketer. 
For them, this will always be a good Lusiness 
to be in. 


Better Go to New Orleans 





F YOU'RE a jobber, it will be a double- 
header. If you’re a major company rep or 
a consignee, it will be a bang-up program. 

Two of the principal marketing meet- 
ings of the year take place this month in 
New Orleans—first, the National Oil Jobbers 
Council meeting May 19-21 and the American 
Petroleum Institute Marketing Division meet- 
ing May 21-23. 

It’s not easy for marketers to tear away from 
their business to pop into New Orleans. Not 
everyone has an expense account to under- 
write the trip. Some marketers are making 
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this a vacation trip, combining business and 
pleasure. 

Both NOJC and API have worked out 
programs calculated to make the trip 
worth while. A big feature this time will be 
a joint gathering of major company men, job- 
bers and consignees—the first time on such a 
large scale. 

So if you can manage the time and the 
outlay, you should consider going to New 
Orleans. (For some tips on after-hours activi- 
ties in New Orleans, see NPN’s guide on page 
85.) 
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Your exposition is designed to get you into a better economic 
area. So come! Be an explorer in the profitsphere. See how new 
products and new ideas for air conditioning, oil heating and 
heating oil delivery can pay off in profits in 1958. Manufac- 
turers will demonstrate new methods and systems to simplify 
installations and service and save time, material and money. 
Ask about their sales, advertising, merchandising and training 
plans. Remember that one good idea, taken home and put into 
use, may pay for your trip to your exposition many times over. 
You can’t afford to miss this big opportunity in 1958 — The 


Turning Point. HOTEL 
MANUFACTURERS RESERVATIONS 


If you haven't ordered your Write now to OHI Housing 
space, phone or wire Oil-Heat Bureau, 90 East 42nd Street, 
Institute of America, Inc. for New York 17, N. Y. State time 
reservations. A few choice of arrival and departure and 
booths still available. kind of accommodations wanted. 
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ADDED ATTRACTION 


36TH ANNUAL OHI CONVENTION 


Inspiring morning meetings at the 
Park Sheraton Hotel. Dealer Man- 
agement Conferences . . . Technical 
Symposium. .. Commercial-Indus- 
trial Conference. Leading air condi- 
tioning, oil heating and fuel oil 
operators will describe profitable man- 
agement methods... selling ideas... 
installation, service and oil delivery 
techniques. 


ADVANCE REGISTRATION 


Save time. Write Oil-Heat Institute 
of America today. Convention regis- 
tration fee $4 per person. Enclose 
check. Badges will be ready at Ad- 
vance Registration Desk, Park Shera- 
ton Hotel. Badge also admits you to 
the Exposition without further regis- 
tration. 





OIL-HEAT INSTITUTE OF AMERICA, INC. 
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General 


Is There a Payoff for You 


In the Boating Boom? 


@ You don't need a coastal location to get in on the profits. 


Even landlocked marketers can sell to boat owners 


@ The field is expanding fast. Retail marine sales hit a new high 


of $1.9-million last year 


@ Now’s the time to consider a marine sales operation. You'll 


find the facts you need to know on the next two pages 


Please turn the page 
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NEW PROFIT SOURCE: There’s a place for oil marketers in service operations like this 400-boat marina 


How to Cash in on the Boom 


ABOUT 35-MILLION AMERICANS will be 
cruising in pleasure boats this summer. Last year 
their marine purchases zoomed to a total of $1.9- 
million. Making due allowance for the recession, 
this summer should be equally busy. 

On this wave of boating enthusiasm, there are 
new profit opportunities for many oil marketers: 

e@ The nation’s marinas and marine service sta- 
tions are overcrowded, and boatmen want more. 
They can be choice investments. 

e@ Light boat-and-trailer rigs are bringing boat- 
ing within reach of once-landlocked families. This 
puts thousands of inland service stations right in 
the middle of the marine sales picture. 

The U.S. pleasure fleet has increased more than 
five-fold in the last decade. It now numbers about 
7,071,000 craft—a lush new market for oil men. 


What's in It for You 


Few areas in the country are far enough from 
good boating water to be counted out of the boom. 

Oil men last year supplied the market with 379- 
million gal. of gasoline, 20-million gal. of diesel, 
and 19-million gal. of lube oil. TBA potential is 
estimated at $60-million, and allied products are in 
heavy demand. For example, almost 10-million gal. 
of marine paints and varnishes were used last year. 

Growth possibilities begin with marine stations 
and marinas (the first are primarily product 
pushers; marinas offer complete service, food, 
berthing, launching and other extras). There are 
over 10,000 in the country now, but boatmen are 
hollering for more. 

Nevertheless, majors in the field estimate that 
50% to 80% of their business is done through 
inland stations. That’s because of the trailer trend. 
About 1.3-million boat trailers are in use today, 
allowing landlocked families to hitch up and take 
off for water up to 300 miles away. 


This means neighborhood stations far from the 
water will become increasingly important as boat- 
ing supply centers, and jobbers and dealers in these 
areas have a wide-open shot at new profits. 

Who’s in the Field Now—A handful of majors 
have an edge on the marine market. Socony Mobil, 
Texaco, Esso Standard and Gulf dominate the East 
Coast. General Petroleum, Standard of California, 
Union Oil of California and Shell are strong in the 
West. There are few independents in this market. 

The majors sell a full line of marine products 
from gasoline to gunwale guards. They advertise 
heavily in boating magazines and cooperate with 
leading boating associations. They offer aids like 
charts, tips on boat and engine maintenance, ship’s 
logs and guides for new skippers. 

Jobbers in the field are few, except in crowded 
harbor areas. As a rule, marine station operators 
and marina concessionaires are supplied direct. 
Few majors operate marinas themselves, although 
there are notable exceptions—like Phillips Petro- 
leum’s $2.5-million marina in Ft. Lauderdale, Fla., 
which offers “hotel-type room service” for boats— 
as well as laundry and valet services. 


How to Break In 

Here’s what to do if you’re interested in getting 
into the pleasure boat market: 

@ Decide how much you can invest. This will 
help you determine which phase of marine market- 
ing is best for you. For an outlay of only a few 
hundred dollars, you can put a line of marine ac- 
cessories into your present stations. If you’re in- 
terested in a marina, you can spend anything from 
$50,000 to millions. 

If you’re a jobber, experts advise you to steer 
clear of expensive marina operations unless you 
have choice water-side property, or a bundle of 
cash and some marine experience. 
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Trailer-boating means profits for inland service stations 


In Pleasure Boating 


Inventory costs vary by areas. In general, a 
line of outboard motors requires an investment 
of $3,000 to $5,000. Accessories and trailers cost 
less, boats more. Markups are good: they range 
up to 25% on outboard motors, even higher on 
boats. Marine gasoline and lubes are usually sold 
on the same margin as automotive products. 


Upkeep can be costly. At an open-water marina, 
for example, special effort is required to prevent 


corrosion and resist the buffeting action of waves. 

e@ See your supplier for help. Most majors can 
give valuable advice and plans if you want to add 
marine sidelines to your present business. And 
they sometimes finance at least part of a marina, 
if location and potential are good. 

There’s plenty of promotional help, too. Oil 
companies are leading advertisers in the marine 
field. They provide numerous promotion prices. 
Some even have marine touring services. 


What's Right for You 

Here are the basic things to remember about 
the three principal types of marine operation: 

Neighborhood Stations—They’re within reach of 
almost any marketer. Distance from water is sel- 
dom a major factor. And a marine line can stimu- 
late other sales. Says Harry Moore, who heads 
Standard Oil Co. (Ohio)’s growing marine depart- 
ment: “Aside from the sales themselves, a basic 
motive is to appeal to the station customer through 
his boat.” 

Marine Stations—Few sell oil products exclu- 
sively. It’s a business with strong sidelines—in 
fact, oil product sales often wind up as the sideline. 

Recommended tie-in sales include boats, motors, 
equipment, accessories. Profitable small items are 
bait, provisions and ice. 

Boat repair and maintenance is a specialized 
field, but marketers say it’s profitable enough to 
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be worth the trouble. Boat rental is an old favorite, 
but requires a sizable investment. 

Sohio feels there will be a trend toward new 
services like quick battery charge and oil change, 
as new blood enters the boating field. The old-time 
boatsman was a full-time hobbyist who did these 
things himself, but new entrants are inclined to 
feel they don’t have the time. 

Marinas—In exchange for considerable trouble 
and investment, the marina operator can expect 
outstanding profits. “Under proper management, 
a marina gets excellent returns on investment,” 
says one major official. Maximum gross profit may 
be as high as 20%. 

Another major man adds, “With the national 
need for marinas being what it is, there’s little 
gamble involved in a good location. But you must 
have berthing and some storage facilities to make 
big money.” 

Inland, “outboard marinas” for small craft are 
becoming increasingly popular — and necessary. 
These marinas are usually far simpler than their 
seaboard counterparts. They feature tie-up piers, 
fuel and lube facilities, launching ramps, and often 
a restaurant or boat storage yard close by. Major 
brands generally predominate. 

In any marina operation, petroleum sales alone 
won’t pay the way. For example, a Long Island 
marina operator, in business a year, estimates his 
initial investment at $40.000. He has _ berthing 
for 38 boats, sells and services both inboard and 
outboard motorboats. He looks for rapid expansion 
—but stresses that it wouldn’t be possible without 
his profitable sidelines. 

Another operator counts heavily on repair 
service and accessory sales for his chief revenue 

Like any form of marketing, a marine sales op- 
eration calls for good management. But you can 
count on one thing: the demand is there * 





General 


New plastic signs roll off the assembly line in increasing numbers as. . . 


Oklahoma Converts Gaseteria 


THE “BONDED” SIGN is coming down at Gase- 
teria stations in four Midwest states. In its place 
will be the red-white-and-blue oval of the Oklahoma 
Oil Co. 

Oklahoma, fast-growing subsidiary of Standard 
Oil Co. (N. J.), recently bought Gaseteria lock, 
stock and barrel. Ralph McCoy, Oklahoma’s presi- 
dent, hopes for 100% conversion of Gaseteria 
outlets to the Oklahoma brand. 

The first step is to convert 42 dealer-operated 
Bonded stations in Illinois. They’re within the orbit 
of Oklahoma’s high-powered TV advertising; but 
more than that, they'll serve as a proving ground. 
If dealers and customers are satisfied, conversion 
will move ahead quickly. 

Prize Package—Oklahoma exchanged 108,500 
shares of Jersey common stock for Gaseteria. The 
stock is worth more than $5.5-mil. Principal sellers 
were the heirs of the late Russell Williams, Gase- 
teria founder (NPN—Dec. 56, p99). 

Here’s what Oklahoma got: 130 owned stations; 
52 stations under long-term lease; 81 dealer con- 
tract stations; 19 owned bulk plants; 20 leased 
bulk plants; two owned office buildings; two owned 
warehouses, and a completely equipped truck and 
automotive fleet. 

Jersey paid more for Gaseteria than it did for 
Milwaukee’s Pate Oil Co. in spring 1956 (85,000 
shares) and only slightly less than for Oklahoma 
in fall 1956 (122,000). Gaseteria’s 263 stations 
outnumber both Pate (152 stations) and Okla- 
homa (155 stations). The purchase gives Jersey 
570 high-gallonage outlets in five states. 

Problems, Too—Gaseteria willbe merged into 
Oklahoma, but Gene and Russell Williams, Jr., will 
head up the Indianapolis office. 


78 


Some decisions still must be made: Should Okla- 
homa’s premium coupon plan be extended to the 
new outlets? Should Oklahoma’s giant billboards 
replace Gaseteria’s smaller ones at stations? 

Price philosophy shouldn’t be a problem. Under 
Jersey, Oklahoma generally sells at major prices. 
With a few exceptions, Gaseteria sells only 1¢ 
below major postings. The chain doesn’t have a 
price-cutting reputation. 

The merger won’t change Oklahoma’s dual na- 
ture, however. There’s a gap between Pate’s dealer- 
operated, service-oriented stations, and Oklahoma’s 
salaried, quick-pump-service gasoline stops. McCoy 
believes there’s room for both methods, depending 
on the location. He notes that Pate has a few 
high-gallonage gasoline spots and some newer Okla- 
homa stations have lube bays and are dealer- 
operated. 

It’s tougher to reconcile Oklahoma’s major and 
independent roles. McCoy calls his company a “big 
jobbership.” Competitors can only see the hand of 
Jersey Standard behind it. A major marketing 
manager calls Jersey's Midwest purchases “the 
smartest moves I’ve ever seen a company make— 
it’s ‘silent penetration.’ ” 

Why did the Williams boys sell Gaseteria? Some 
observers attribute the sale to inheritance taxes. 
Others say the profit picture didn’t come up to 
expectations. 

McCoy says no more acquisitions are planned 
for a while. There are marketing holes to be filled 
in. Within that framework, watch for rapid growth. 
McCoy took Pate from five to fifteen counties in 
less than two years. Twenty new Pate stations are 
going up now. Look for more of the same in 
Oklahoma territory—soon. * 
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General 


How to Build Wax-Polish Sales 


@ You're missing some profits if wax-polish sales aren't among the 


leaders in your TBA line 


@ Nearly 70% of today’s car owners do it themselves, and sales are 


going up — but there’s stiil room for more 


@ Is it worth your time? Your dealer's margin will never run under 33%— 


and wax-polish is easy to sell 


PACKAGE WAX-POLISH sales are flourishing 
for one big reason: waxing and polishing is a favor- 
ite do-it-yourself job for large numbers of car 
owners. It’s about the only kind of work a man 
can do on his own car that’s fast, easy and clean, 
and shows up so well when finished. 

The car owner can do a better job today than 
he ever could, because of better car finishes and 
improved wax-polish products. All this plays right 
into your dealers’ hands by fostering more demand 
for products traditionally sold at service stations. 


Stations Lead—Motorists have the habit of go- 
ing to the service station for supplies for cleaning 
and shining the car. They’ve long associated sta- 
tions with car cleaning and polishing services. Sta- 
tions still have a big lead on other outlets, as you 
can see from these DuPont figures showing where 
auto polish is purchased: 


Service stations 40.1% 
Auto supply stores 25.7% 
Hardware stores 9.7% 
Groceries or supermarkets 8.1% 
Department stores 6.4% 
Car dealers 2.0% 
Brighter Cars—There’s another influence that 

helps increase public interest in car appearance: the 

many bright colors and two-tone color combina- 


tions so popular today. Polishing and waxing make 
them show up at their best. How often does the 
average car owner polish his car? Here are some 
more figures from DuPont's study: 


More than twice a year 41.5% 
Twice a year 35.1% 
Once a year 16.1% 
Less than once a year 7.3% 


Dirtier Cars—Those brighter cars often get dull 
faster because they stand outdoors more today. 
That means more frequent polishing. Many owners 
leave their cars outside all the time, thanks to 
quick-starting gasolines and better engines and 
batteries. (Their garages are filled with garden 
equipment, bicycles and workshops.) There’s also 
more winter driving. 

Car design helps the polish market too. You 
need more polish per car because there’s more 
body area to be covered 

Underlying it all is the constant rise in cat 
population—result of a rising standard of living. 

All these factors added up to the production 
of some 35-million consumer-sized packages of 
auto wax and polish in 1956, reports Chemical 
Specialty Manufacturers Assn. But that’s no meas- 
ure of what car owners could and would buy if 
they were reminded more often—by your dealers 


For three keys to a bigger, better 
wax-polish business, turn the page 
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1 Show your customers what you've got 


YOUR SMALLEST DEALER can make more 
money on wax and polish. Unless he hides the 
stuff, he can’t help but sell a little. If you can just 
get him to put the merchandise out where cus- 
tomers can see it, he’ll find that sales will pick up. 

Display Power—When mere visibility pays off 
so well, your dealers can sell twice as much by 
using good display. 

Dealers are often a little skeptical about the 
pulling power of displays, probably because they 
hear the same story about every product. But for 
impulse items like wax and polish, the more they’re 
displayed, the more they sell. 

Objective at the station is to trigger the cus- 
tomers to buy. Well-displayed merchandise is the 
basic step. A well-placed verbal suggestion (“Your 
car would sure look good with a wax job”) adds 
the expert touch. 

One manufacturer (Simoniz) recommends a 
“Shoot from the Hip” program. Each man in the 
station carries a can of some wax-polish product 
in his hip pocket to hand to motorists while he 
services the car. After the customer has time to 
read the easy directions on the can and think about 
them, he often sells himself. 

Any one of three general areas around the sta- 
tion makes a good spot for wax-polish: 

e On counters or shelves, a display can be 
seen by those who enter the station. 

e In the window, it’s visible also to some of the 
customers at the pump island. 

e On the driveway, everyone can see it. 

You can use a portable wire rack on the drive 
to show a group of related items (see picture). 


By FRANK C. STURTEVANT 
TBA Editor 


Most dealers need to be reminded why displays 
should always include related merchandise. They’re 
inclined to forget that many customers like to clean 
their cars with special washing compounds. If re- 
minded, they'll also buy chamois, cheesecloth and 
sponges. They all sell on sight, and all at a profit. 

The display type of soft sell appeals to all 
dealers, whatever their merchandising skill. Your 
more aggressive operators can do better if they'll 
also go in for demonstrations. 


Portable racks are good business builders. They have 
high visibility, can be moved to any driveway spot 
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2. Demonstrate how well it works 


A TRIED AND TRUE standby of selling any kind 
of automobile wax or polish has always been to 
show the customer what it does for a car. In effect, 
it’s a form of the sampling technique, and is the 
logical and best way to sell any product that can 
be demonstrated. 

Demonstration doesn’t have to be a continuous 
or even a repeated process. It’s enough to polish 
a section of a car hood to show the contrast with 
unpolished areas. A dealer can use his own car, 
parked on the drive. Then if he'll put a home- 
made sign on it, he’ll have a potent selling device 
for his wax-polish line. 

Polish Jobs—While there’s a market everywhere 
for package sales, there’s also a healthy chunk of 
car owners—23%—who buy professional wax- 
polish jobs. Oil companies tend to ignore them, 


but for some dealers it’s a very profitable field. 

They can solicit jobs for those slack periods 
that come to every station. An idea of the profit, 
even at prices as low as $5 to $7.50 per job, comes 
from these figures worked out by DuPont’s Dun- 
can B. Cramer. In gallon cans, modern one-opera- 
tion type cleaner and polish costs from $4 to $5, 
and is enough for 10 cars. Add about $3 for polish- 
ing cloths, tire dressing and chrome polish, and the 
dealer has an investment of not over $8. For the 
10 jobs he can collect a minimum of $50 to $75 

Many dealers say that they’re too busy to handle 
wax jobs, or they can’t hire help. But they usually 
find the time and the help to engage in sidelines 
that interest them. This sideline pays better than 
many others and is a natural adjunct to the service 
station business. 


3 Carry a line they've heard about 


AFTER YEARS OF TRYING their own private 
brands of wax and polish products, most of the 
remaining holdouts among the major oil com- 
panies have now switched to the better-known, 
nationally advertised brands. The reasons they’ve 
done so, and the results, provide some useful mer- 
chandising facts. 

In the past 10 years an unplanned contest has 
been staged in oil marketing circles. It was a 
period that saw the introduction of silicone wax- 
polish compounds, which account for much of the 
ease of present-day application. 

It was also a period of greatly expanded TBA 
sales by the oil industry. To many oil companies it 
seemed logical to include a family of the new kind 
of wax-polish products packaged under the com- 
pany’s own brand name, and let them be carried 
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along with the rest of the branded accessory line. 

It was argued that such packages place the oil 
company brand name inside the customer’s home 
or garage, where they serve as a constant reminder 
Dealers, however, found it easier to sell the better- 
known brands—with the result that oil company 
brands got a diminishing share of the market. 

The three brands favored by major oil com- 
panies today are DuPont, Johnson and Simoniz. 
They find that the heavy consumer advertising 
back of these brands makes them more salable to 
car owners and to dealers. Some oil companies 
have simply added the new brands to their TBA 
line, and still sell their own brands to dealers who 
want them. 

But the emphasis is on the heavily advertised 
brands. They’ve found that’s where the money is. 





General 


‘Don't Tread on Me'—Anymore 


Here's an analysis of current efforts to cut the traditional 
price spread between major and private brand stations 


BATTLE LINES ARE FORMING for a possible 
showdown over the traditional spread allowed 
private branders by their major brand competitors. 

Sun Oil Co.’s marketing vice president, Willard 
W. Wright, has now said publicly what many 
major executives have been saying privately: 

“To my mind, at least, the day of the accepted 
spread—if it ever existed—is over.” 

Wright told the Ohio Petroleum Marketers Assn., 
“It is high time that we find a better reason than 
custom or tradition when we come to evaluating 
competitive conditions in local markets.” 

He later told NPN, “I was trying to sound a 
warning . . . like a gentlemanly snake, don’t tread 
on me... We're going to evaluate our own posi- 
tion, see how badly we’re getting hurt and then 
move.” 

The Majors’ Views—Wright’s warning is impor- 
tant because it was a public statement by a com- 
pany whose pricing policies are hard to ignore. It 
will probably give others good reason and the con- 
fidence to move ahead with their own experiments. 
Most majors in the past have been reluctant to do 
much, But the economic slowdown and mushroom- 
ing growth of private branders are bringing the pot 
to a boil in some companies. “They’re knocking 
our socks off in too many areas,” says one market- 
ing vice president. “We can’t sit still any longer” 
(See NPN—April, p110.). 

Some majors say they'll live with a 2¢ spread. 
But Wright pretty well sums up the views of many: 
“This idea of an accepted spread is one of the ‘old 
wives’ tales’ in gasoline retailing . . . Obviously it is 
a carryover from the old days when the typical 
private brand operator took over an abandoned 
station and sold on price alone. 

“Those people usually made no attempt to com- 
pete on the basis of quality, convenience or service. 
They rarely advertised or used modern promotional 
techniques . . . They seldom had locations on good 
traffic arteries . . . Today, we find private brand 
stations designed for and getting gallonages of 
from 100,000 to 500,000 per month .. . 

“These stations are modern, attractive and in 
fine locations. The operators advertise . . . the high 
quality of their products. In fact, they may be 
better attuned to the times than many long-estab- 
lished marketers and are setting interesting trends 
in large-volume outlets . . . 

“The large-volume private brand service station 
has developed public acceptance they are 
springing up like mushrooms . . . In most markets 
we find they are building up gallonage at a rate in 


excess of their established competitors. The big 
contributing factor, of course, has been the differ- 
ence of 2¢, 3¢ or more between their prices and 
their competitors’ prices.” 

Like many majors, Wright questions “the as- 
sumption that the private brand operator has some 
added right that entitles him to the protection of 
a price differential.” 

What can major branders do about it? Wright 
says, “The decision on whether to come within 2¢, 
1¢ or to meet them ‘on the nose’ is a matter of care- 
ful study of the gallonages they are attracting away 
from your stations in any given area.” 

You can see some results of such studies in the 
pricing experiments going on, the growth of tem- 
porary allowances, commission-consignment plans 
and pleas for a more realistic tank wagon price. It’s 
safe to predict more of the same because majors are 
being hurt—from the dealer up. 

Private Branders’ Views—“If I were a marketer 
of private brand products I would do everything 
possible to preserve and promote this concept,” 
says Wright. “As long as it is kept alive it would 
assure me a comfortable position . . .” 

That’s a sound prediction. Private branders 
know a good thing when they see it. What’s more, 
most of them believe the spread is justified. Chief 
reasons cited are: less advertising, fewer services, 
and lower costs (brought about in part because they 
buy major gasoline at lower prices). 

Some private branders say the majors are just 
talking, and they’ve heard it before. But it’s certain 
they'll fight to maintain the spread if necessary. 
“We'll go down to whatever their respective rock- 
bottoms are,” says a Site Oil Co. official. Hudson 
Oil Co. says it expects to maintain the differential: 
“We'll be right on the bottom like we’ve always 
been. I don’t think we can survive unless we have 
24.” 

Whatever develops, many private branders think 
their widely spread stations and flexibility give them 
an advantage that’s hard to beat. “Taking on Hud- 
son is like fighting a man with a suit of armor and 
brass knuckles on,” says one. “You can’t hurt ’em.” 

Another successful private brander says, “We 
can stand to lose money, if we have to. Our board 
of directors will be more patient.” 

Not all are so confident, however. They note 
with some alarm the increasing number of new 
entries in the field. 

For both groups, it’s becoming a war of nerves. 
The only sure thing is that marketing conditions 
won't become any quieter. . 
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BIG A-PLUS PROFITS! 


Right now is the best time to become a jobber of 


A-PLUS—the powerful pe gue that sets new ASHLAND OIL & REFINING COMPANY 
sales records everywhere it’s introduced. H 
ome Office: Ashland, Ky. 








Make plans to profit from summertime driving ALTON, ILL. 528 Henry Street—BUFFALO, N. Y., 800 Ellicott 
peaks... switch now to A-Plus and start sharing Square—CHICAGO, ILL., 6 N. Michigan Ave.—CINCINNATI, 0., 
in the solid profit success of this revolutionary super 1402 Federal Reserve Bank Bidg—CLARKSVILLE, IND., 214 
gasoline! Call the Ashland Oil office nearest you Center St.—CLEVELAND, 0., Standard Bldg —DETROIT, MICH., 

. and discover for yourself the difference A-Plus Dearborn P.O. Box 6025—EVANSVILLE, IND., 2500 Broadway 


can mean to you in increased profits! FINDLAY, 0., P. 0. Box 210—FREEDOM, PA.—LOUISVILLE, 
KY., 1202 S. Third St.—NASHVILLE, TENN, 5 E£. Main— 


PADUCAH, KY.—PITTSBURGH, PA., 711 Park Bidg 
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NEW! Alube oil additive for modern, 
high-power gasoline engines 


Specifically designed for “stop and start” driving! 


As auto makers continually develop more critical, more power- 
ful engines—as “stop and start” motoring becomes more a 
part of everyday driving—good performance from lubricating 
oils becomes an increasing problem. Foreseeing this trend, 
Oronite, with five years of research, thousands of laboratory 
tests, millions of miles of road operation, is proud to announce 
the FIRST lube oil additive designed to meet the more precise 
requirements of modern-day gasoline engines—and the engines 
of the future. 

Revolutionary new Oronite “60” Series additives are ac- 
tually a new approach to compounding motor oils. The modern 
car engine is engineered to pour in fuel at high horsepower 
levels, Fuel is not completely burned at low “stop and go” driv- 
ing temperatures causing gums and sludge to form. Present 


























day compounded motor oils do not disperse these harmful for- 
eign deposits as effectively as is now possible. New Oronite 
“60” Series additives incorporate an ashless detergent compon- 
ent that virtually eliminates oil ring clogging, reduces cylinder 
and ring wear to a very minimum. The result is a marked im- 
provement in engine life and service under all types of operat- 
ing conditions. 

Oronite “60” Series additives can provide you an important 
“first” in marketing a superior compounded motor oil for the 
present and future. They can be used in compounding single, 
dual or multi-graded oils of outstanding performance. 

Get the complete story on Oronite “60” Series additives. 
Contact the Oronite office nearest you or write for technical 
bulletin giving complete proof of “60” Series’ capabilities. 


ORONITE CHEMICAL COMPANY 


A SUBSIDIARY OF CALIFORNIA CHEMICAL COMPANY 
EXECUTIVE OFFICES « 200 Bush Street, San Francisco 20, California 


SALES OFFICES « New York, Boston, Wilmington, Chicago, Cincinnati, Cleveland, Houston, 
Tulsa, Los Angeles, San Francisco, Seattle 


EUROPEAN OFFICE « 36, Avenue William-Favre, Geneva, Switzerland 
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General 


Where to Go in New Orleans 


THE MONTH OF MAY is warm in New Orleans, 
so take along summer clothing—and a raincoat. 
Oil Marketers’ Week begins May 19, when Na- 
tional Oil Jobbers Council convenes at the Jung 
Hotel. It ends May 23, when American Petroleum 
Institute’s marketing division winds up its three- 
day meeting at the Roosevelt. 
For eating, drinking and merrymaking, local oil 
people say these are your best bets: 
Breakfast—Cafe du Monde, on Jackson Square 
in the Vieux Carre (French quarter). Sidewalk 
service; fried doughnuts with powdered sugar are 
a specialty. Also try The Morning Call, a block up 
Decatur St. from Jackson Square. These outposts 
serve cafe au lait, which is different, and stay 
open until daylight as a boon to night owls. 
Lunch and Dinner—Eating at Antoine’s is a 
New Orleans experience (so is the size of the 
check). Oysters Rockefeller, pompano en papil- 
lote, chicken en papillote, pommes de terre souf- 
fles (“blown-up” potatoes—ask to go back to the 
kitchen and see them prepared). Start with an 
Ambrosia Cocktail and finish with flaming cherries 
jubilee and café brulot, a spiced coffee with burn- 
ing brandy. Before you leave, tour the house and 
see 117 years’ worth of restaurant relics. It’s at 
713 St. Louis St.; you can’t get in after 9. 


Arnaud’s has fine seafood, outstanding filet mig- 


Tear out this page and 
4 take it to New Orleans 
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non, and an excellent French lunch at very reason- 
able prices. Plain surroundings, sawdust bar. It’s 
at 813 Bienville St., open to midnight. 

Brennan’s is an excellent French restaurant that 
opens at 9 a.m. and proceeds to serve a famous 
and elegant breakfast. This stretches into lunch, 
which you won't need. Two-bit martinis, however. 
At 417 Royal St., with a beautiful patio. 


Broussard’s serves good French food—prices 
shading from reasonable to high—and a very spe- 
cial Oysters Variety. At 819 Conti, with a popular 
Napoleon patio. 


Court of the Two Sisters has a patio that’s 
something to see. Wrap yourself around a long, 
tall Hurricane (it’s a rum drink). Distinctive 
French and Creole food. Dancing. At 613 Royal. 


Galatoire’s is very old, the cooking very good 
Trout and turtle soup may be the best in New 
Orleans, and the prices reflect it. The address is 
209 Bourbon St. and there are no reservations 
Line forms somewhere out on the sidewalk. 


La Louisianne, alias Diamond Jim Moran’s, is a 
beautiful place with sparkling chandeliers. French 
or Italian foods, always with red beans and rice 
Moran, noted for love of diamonds, sports dia 
mond-studded teeth. At 725 Iberville St. 

Tujague’s (say “two jacks”) is the place for a 
New Orleans family style dinner. Be hungry when 
you go, and take what’s served. Dinners begin with 
boiled beef brisket, Creole mustard and _horse- 
radish, and end with glasses of hot black chicory 





General 


‘“‘An evening in the French quarter...customarily ends with 


a visit to one of those night-owl coffee stands”’ 


(Begins on page 85) 

coffee. About $2.50. Informal, with a sawdust bar. 
Close to the waterfront at 823 Decatur St. Until 
9 p.m. 

For foreign food in the French quarter, try 
Dan’s International. Cantonese and Mandarin 
dishes, oriental clientele, huge servings. At 600 
Bourbon St. 

Outside the French quarter, there’s Sclafani’s, 
on the way to Lake Pontchartrain. It’s a very good 
Italian place, at 4532 Palmyra St. Still nearer the 
lake is Masson’s Beach House—on the expensive 
side—with thick steaks and all that. At 8502 Pont- 
chartrain Blvd. If you want to rough it, go to the 
lakefront and one of the restaurants perched on 
stilts over the lake. At Swanson’s or Fitzgerald’s 
you'll peel your own shrimp or shuck your own 
boiled crabs. Wear casual clothes. 

Uptown (south to you) there’s Commander’s 
Palace, in the heart of the garden district among 
antebellum homes. Try green turtle stew or the 
Oysters Bienville. At 1403 Washington Ave. 

Manale’s, corner of Dryades and Napoleon, is a 
first-rate Italian house; so is Delmonico’s, where 
the spaghetti is celebrated. At 1300 St. Charles. 

One of the most unusual restaurants anywhere 
is Corinne Dunbar’s. You eat lunch or dinner by 
appointment only, but keep trying—it’s worth it. 
Creole dining in Creole atmosphere, fixed menus. 
Lunch is $3, dinner $4.50. The place is 1716 St. 
Charles Ave., and the number is JAckson 5-2957. 

In the business section, the Hotel Roosevelt’s 
Blue Room has good dance music and a generally 
good floor show (7:30 p.m., midnight by reserva- 
tion). Start with a Sazerac cocktail or a Ramos 
Gin Fizz and finish with a frozen pudding in Ron 
Rico sauce. There’s also good food in the Fountain 
Lounge and the Plantation Room, both in the same 
hostelry. 

The Jung Hotel’s Charcoal Room serves a legend- 
ary steak, Texas style. 

Kolb’s has the leisurely atmosphere of a 19th- 
Century Bavarian tavern. Have a quick, inexpen- 
sive, Germanic meal mit der usual trimmings, und 
vash it down mit Loewenbrau (on draft). At 125 
St. Charles. 

Maylie’s is off the beaten track: a live wisteria 
vine grows through the middle of it and up through 
the roof. Fine Italian and French style food, but 
be hungry when you go. At 1001 Poydras St. 

For just plain steak, cooked by experts, take 
your choice of Chris’s, 1100 N. Broad St.; Crescent 
City, 1001 N. Broad; Sirloin Room, 3317 S. Clai- 
borne Ave.; or Tucker’s, 701 Jefferson Highway. 

Snacks—Drop in at either of the Cafés of Four 
Seasons, one at 505 Royal and one at 714 St. 
Peter. French and Viennese pastries served with 


coffee or tea, well worth the prices. The Gourmet 
Foreign Coffee Lounge, 609 Chartres St., serves 50 
varieties of coffee at up to $1.50 a throw. As a 
starter, order coffee over cinnamon bark with 
whipped cream (50¢). 

For a Quick One—You can get a bracer in 
several good business district bars: the St. Charles 
Hotel, Joe Wright’s, the Roosevelt, the Jung (you'll 
need a flashlight in the Lounge). In the French 
quarter there are numerous good bars, but experi- 
enced locals warn you to specify your brand 
(“Some of this bar whiskey has been bailed out of 
boat bilges and is loaded with regret” ). 

Night Spots—New Orleans is full of them, in 
and out of the quarter. Bourbon St. is called “The 
Strip” partly because of the string of clubs stretched 
from Canal St. to St. Ann, and for more obvious 
reasons. Drinks are expensive and often weak, but 
the entertainment isn’t. No cover charge, usually. 

Club 500 at Bourbon and St. Louis generally 
has a line of people waiting to get in. They want 
to see Lily Christine, The Cat Girl, and performers 
like Carrie Finnell and Kalantan. The Sho’ Bar, 
228 Bourbon, is equally popular, and you get the 
same kind of eye-filling show at The Old French 
Opera House Club, The Casino Royal, The Gunga 
Den, The Silver Frolics, The Sahara and El Mo- 
rocco. Leave your scoutmaster’s pin at home. 

Pat O’Brien’s is the place for fraternal fun and 
laughing and singing with perfect strangers. Don’t 
expect to get a table without waiting. Songs are 
ribald, prices are reasonable, and if you like your 
Hurricane you can keep the glass for a dollar extra. 
O’Brien’s is at its best when the night is darkest. 
At 718 St. Peter St. 

Also noteworthy are the Old Absinthe House— 
an historic building at 238 Bourbon St., where 
entertainer Fats Pichon hangs out—and Lafitte’s 
Blacksmith Shop, 941 Bourbon St. This is called 
the oldest building in the French quarter; some of 
the ancient pirate’s doings have been preserved in 
statues on the patio. 

Dixieland jazz was born on Bourbon St. (that’s 
what they say on Bourbon St., anyway) and you 
can get it in straight shots at the Paddock Lounge, 
the Famous Door and the Dream Room. If Al 
Hirt is at the Pier 600, it’s a must. 

Dancing—The Safari Room, at 5047 Chef Men- 
teur Highway, features outstanding music. Also 
good is the Gordon Natal Lounge, 7716 Chef Men- 
teur Highway. Then there’s La Lune, 800 Bour- 
bon, and Ched’s Claiborne Towers (with a circular 
musical bar). 

An evening in the French quarter, by the way, 
customarily ends with a visit to one of those night- 
owl coffee stands in the French Market. But that’s 
where we came in. Ld 
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Brief But Significant 


Station permits drop . . . new fire-fighting 


tool... upcoming bills . . 


& Service station building permits 
for station repairs, renovations, addi- 
tions and new construction were off 
814% in 1957 compared to 1956, 
Bureau of Labor Statistics reports. 
Valuation amounted to $159-million, 
4% less than in 1956. 


SIGNIFICANCE: The last quarter of 
1957 was a slow one. In the first nine 
months, permits were down only 4.2% 
for, valuation up 1.7%. 


& A new powder to fight gasoline 
fires is being developed by the Navy. 
Major change lies in use of potassium 
instead of sodium. 


SIGNIFICANCE: Naval Research Lab 
claims the new powder is twice as 
effective as any other powder tested. 


& An increasing number of Houston 
motorists are “mixing their own” gas- 
oline, a Continental Oil official re- 
ports. They buy half regular, half 
premium. 


SIGNIFICANCE: This could be a sign of 
results from multigraders’ advertising, 
like: “Why buy octanes you don’t 
need?” 


& Phillips Petroleum Co. is launching 
a jobber management workshop 
throughout its 35-state marketing 
territory. The course, suggested by 
Phillips’ jobbers and distributors, will 
concentrate on record keeping and 
basic management techniques. 


SIGNIFICANCE: Phillips’ move is more 
evidence of suppliers’ increasing con- 
cern about sound business manage- 
ment in jobberships. 


& Major marketers are uncomfortable 
about several proposed Massachusetts 
laws. The bills would require elimina- 
tion of all forms of dealer aid; 24- 
hour notice to dealers of price 
changes; uniform tank wagon price 
zones among suppliers, or a_ state- 
wide tank wagon price; posting of 
the gasoline manufacturer's name 
and the octane rating On pumps. The 
bills are under committee study. 


SIGNIFICANCE: Majors say these laws 
threaten the existence of many inde- 
pendent dealers, discriminate against 
oil marketing, and would extend price 
wars. 


. future transport 


& Justice Department has dropped 
its case against Socony Mobil Oil 
Co. It had contended that Socony 
made price-fixing agreements with 
Boston dealers. By agreement of both 
parties, the U.S. Supreme Court has 
now dismissed the case without re- 
viewing it. 
SIGNIFICANCE: DJ lost case in Boston 
district court, then hit procedural 
snags. Because of this, it didn’t want 
to get a final decision from the Su- 
preme Court. 


®& Continental Oil has made one 
general reduction in its “fair re- 
tail value” prices and several other 
reductions in various individual 
localities since putting its new pricing 
plan in effect in Oklahoma (NPN- 
March, p 105). 


SIGNIFICANCE: Top Conoco Officials 
say their plan hasn’t been in effect 
long enough to determine how good 
the new system is. 


& Direct mail advertising volume 
from Jan. | through March 8 was 
$320,976,000, up $2.4-mil. from the 
comparable 1957 period, reports 
Direct Mail Advertising Assn. 


SIGNIFICANCE: Barring further postal 
rate increases, look for more hikes in 
mail ad volume. It’s a relatively cheap 
hard sell method. 


& Humble Oil & Refining Co. is step- 
ping up its sales talk for Golden 
Esso Extra. At station managers’ 
conventions last month, most of the 
promotion pitches and material dealt 
with ways to sell the top grade. 


SIGNIFICANCE: Humble now wants 
dealers to promote GEE for all “mod- 
ern” cars, including foreign models, 
but makes no claim that foreign cars 
need it. 


& Two Mid-Continent refiners be- 
lieve they’re now “cutting the corner” 
on the recession. Both say demand 
showed a sharp improvement during 
early April, with one shipping pro- 
cucts out about 1,000 b/d above his 
forecast. 


SIGNIFICANCE: Increased farm con- 
sumption in the Midwest during early 
April helped the over-all demand pic- 
ture, 
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& This is Ford Motor Co.'s concep 
tion of the “Glideair’—a_ wheel 
less vehicle that would speed over 
a monorail at up to 500 mph, sup 
ported by jets of air. Power plant 
would be a small, low-speed turbojet 
engine developing 1,000 Ibs. thrust 


SIGNIFICANCE: Fuel appetite would be 
relatively low. Less power would be 
required te propel the Glideair than 
to move a wheeled vehicle at speeds 
over 150 mph. 


®& Socony Mobil and its affiliates 
had 2,700 distributors at the end of 
1957, compared with 1,200 in 1942 
Ihat’s an increase of 125%. 


SIGNIFICANCE: Socony says it uses 
distributors “whenever they can do the 
job better than we can.” 


®& Vendo Co. of Kansas City, Mo., 
is the first major vending machine 
manufacturer to launch a nationwide 
advertising effort. Ads are currently 
running in national consumer mag 
azines 


SIGNIFICANCE: The campaign was “re- 
cession-prompted,” but it also shows 
that the vending industry is becoming 
more aggressive than ever. 
®& Battery and electrical troubles 
led the list of reasons for road 
service Calls last year. Total number 
13,287. They also topped the list 
in 1950. American Automobile Assn 
reported 12,574 calls due to tire fail 
ure, normally the biggest 
maker. The drop in tire troubles is 
presumably due to wider use of tube 
less tires 


trouble 


SIGNIFICANCE: Severe weather and 
more accessories probably helped boost 
the battery total. But more testing at 
stations could warn owners of im- 
pending battery failure. 
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Management 





J. M. Houghland (right) has 
regained full control of Spur 
Distributing Co.—the private 
brand chain he founded in 1928 


’ 


Here's the story behind this 
Y pendent's success — 


How Spur Hit the Jackpot 


IT TOOK A LONG TIME—and $5-million—but 
J. M. Houghland has regained controlling interest 
in his Spur Distributing Co. (The government 
seized it from an alien stockholder in 1942, pro- 
ceeded to sit on it for the next 16 years.) 

How Houghland finally bid successfully for the 
55% interest is one story (NPN—Jan., p88). How 
he built Spur into one of the country’s biggest inde- 
pendents* is another: a story of lower prices, sharp 
premiums, economy-minded management. 


Price: It's Got to Be Lower 


First objective of the Spur operation was to dis- 
tribute and sell gasoline more economically than 
prevailing systems did. That’s still the aim. 

Much of Spur’s appeal is based on price—gen- 
erally 2¢ below the majors. Spur capitalizes on this 
with prominent driveway signs and billboards. 

The company “intensely dislikes and disapproves 
of price wars” (which hurt Spur, but not as much 
as they hurt the majors, say company officials). 
But Spur policy is to follow price levels down in a 
war, “to stay in business.” This sometimes ends in 
uneconomic situations in which ex-tax retail price 
is as much as 4¢ gal. under Gulf cargo price. 

Houghland adds, “Let us not nourish the illusion 
that price is the single most important factor. 
There are always other factors that draw and hold 
station business. We are by no means the lowest 
price marketers, and indeed there are times when 
we have been the highest. I believe our influence, 


*In the top five in volume (130-million gal. a year); 
tops in territorial coverage (21 states, 310 stations), and 
strong financially (Spur’s gross sales jingle-jangled to the 
tune of $35,855,277 in the first 10 months of 1957). 


on the whole, is that of a stabilizer, and I think 
the majors will agree. 

“You know, it isn’t always the independent 
brands who are the instigators of price wars. The 
majors bear at least an equal responsibility.” 


Premiums: They Mean More Gallons 


Along with price, an old and well-organized 
premium plan is Spur’s biggest merchandising tool. 
But Mason Houghland says there are times he 
wishes “we might all agree to drop premiums of 
all kinds.” 

Nevertheless, he doesn’t think Spur could dis- 
continue premiums without losing gallonage. 

Competition pushed Spur into premiums in the 
mid-30’s: the practice then was to hand out pre- 
miums when customers made a purchase. 

The System Now—Today a cash-register device 
on the island imprints coupon units for each gallon 
of gasoline or quart of motor oil. Customers salt 
these away toward premiums ranging from colored 
aluminum tumbler sets (25 coupons) to 17-jewel 
Benrus watches (2,750 coupons). The list is varied: 
toys, household appliances, sporting goods, tools, 
lamps, china. Many can be had for part coupons 
and part cash. 

There’s been a drastic change in the kind of 
premiums in use, Houghland recalls. “Some of our 
first efforts sound strange today. In Alabama, for 
example, we had such strange items at the start as 
small bibles, cigarettes and treated polishing cloths. 
The bibles didn’t go very well.” Neither did the 
polishing cloths, but today Spur is back with ciga- 
rettes, selling several popular brands at 23¢. 

Houghland thinks premiums cost more than 
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stamps would, so he’s tried stamps in certain 
stations. Three Keys to Spur’s Success 


The Premium Push—Many Spur stations sport 
the single word PREMIUMS in large letters atop 
the roof. The big play carries through into drive- 
way merchandising. Premium display cases are in- 
cluded in the station building and on the islands: 
a housewife driving in for gasoline is likely to be 
confronted by a mountainous display of dishes 
beside the pump. 

Houghland masterminds over-all policies of the 
premium program—type of premium, purchase 
price, source. His assistant, Hugh Manar, is en- 
tirely concerned with management and direction 
of the program. He requisitions, distributes to 
warehouse points, and controls inventories. 


Management: Control Means Economy 





Because Spur’s way is the economical way, the ———- 
company is set up along lean, cost-cutting lines. PRICE: Generally about 2¢ under major brands 
Though Spur includes 18 wholly owned subsidi- ; 
aries, a tightly knit executive group exercises com- 
plete control over purchasing, distribution, mar- 
keting and personnel policies. 

Mason Houghland is the chief marketing execu- 
tive. As such, he’s assisted by northern and south- 
ern divisional managers Paul Banks and George 
Deer. Vice president and treasurer Henry D. Hines 
operates as an executive vice president; secretary 
B. C. Knestrick acts as controller, directing the 
Nashville home office staff of about 65. 

Field sales management consists of five regional 
managers (including the two division managers) 
and 32 district managers. Each district man super- 
vises 7-12 station managers, depending on his ter- 
ritory. About 300 station managers and 800 at- 
tendants complete the picture. Spur says turnover 
is very low among managers, and about par for 
the industry among attendants. Stations are salaried 
(typical base wage: $4,500-$6,500 a year). 

Management keeps in close touch with station 
men not only through personal supervision, but 
through a magazine that stresses Spur techniques. 

Distribution—Spur buys (mainly from Gulf Oil) 
on contract, reportedly based on prevailing termi- 
nal price for transport loads. The tank car spur 
track system, which gave the company its name, 
is still used at many stations. 

Retailing—Economy is the watchword at sta- 
tions, too. All take transport loads. About 80% - 

85% are on 24-hour operation, and all emphasize 
quick service only. There’s no TBA, lube, repair 
or polish work. 

Spur has three pr four basic station designs, 
which vary accordthg to locality. Stations are mod- 
ern, cost about $30,000 plus land, and are often 
landscaped (a Spur specialty). New stations are 
mainly on highways and are designed to do 70,000 “ree ah 
gal. a month or more. MANAGEMENT: From this 125-year-old mansion, 

(Meet Mason Houghland himself on page 161) executives keep close control over 300 stations 
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Now, from U.S. Steel, you get maximum product protection 
plus two important purchasing advantages—at no extra cost 


Chemically cleaned, then coated with 
extra zine phosphate — every rust- 
inhibited U. S. Steel drum gives you 
maximum product protection. 

But that’s not all. 

With every U. S. Steel drum and 
every U_S. Steel pail, you automatically 
get two extra purchasing advantages 
that can help you save time and money. 
1. Full, complete line. U. S. Steel offers 
today’s widest selection of steel ship- 
ping containers. From 2'%-gallon pails 
through 57-gallon drums — plus a com- 
plete line of stainless-steel containers. 
This wider line allows you to fill all 
your needs at one time, in one place, 
with absolute confidence. 


t 1S A REGISTERED TRADEMARK 


2. Punctual deliveries. U. S. Steel’s sev- 
en convenient plants assure you of a 
smooth, even flow of containers—by rail, 
or in a special fleet of trucks. Our kind 
of service helps reduce both inventory 
and production problems. Your normal 
needs are filled without delay, rush 
orders get there quicker, too. 
Maximum protection, simplified pur- 
chasing, punctual deliveries—U. S. Steel 
gives you all these extras at no extra 
cost. Why don’t you talk over your steel 
shipping container requirements with 
the man from U. S. Steel? 
Factories in: Los Angeles, Calif Alameda, 


Calif. - Port Arthur, Texas Chicago, Il 
New Orleans, La. - Sharon, Pa. . Camden, N. J. 


ed States Steel Products Division 


NATIONAL 


Ordinary drum 
after 1 year 


U. &S. Stee! drum 
after 1 year 


PROOF OF U.S. STEEL PROTECTION! 
Both these 55-gallon drums were weath- 
ered for 12 months. Rust appeared on the 
ordinary drum the first week. U.S. Steel 
rust-inhibited drum—coated with zinc phos- 
phate—shows no trace of rust whatever. 
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Jobber Progress 


That's the object of 
Pure’s new program 


“WE WANT THE JOBBER to be- 
come bigger, better, more prosperous. 
We want him to think about some of 
his problems and to find his own so- 
lutions.” 

That’s how Tom Gemlo, assistant 
division sales manager for Pure Oil in 
St. Paul, sums up the aim of Pure’s 
“Programming for Progress.” This is 
a project Pure has set up to help its 
jobbers—and any other jobbers who 
want it. It started in the northwest 
division, and is now moving to all of 
Pure’s 24-state market area. 

In Programming for Progress, 
Pure’s field managers are willing to sit 
down with jobbers, go over their prob- 
lems, show them how to improve their 
operations, and even consider financ- 
ing expansion. 

But the basic idea is to get the job- 
ber thinking—and once he’s started, to 
get him to look for his own solutions. 
Pure offers gentle guidance but no 
coercion. 

Pure has no cut-and-dried formula. 
Its program can vary with each jobber. 
All the jobber has to do is show an 
interest and Pure will set up an inter- 
view at his convenience. “If jobbers 
other than Pure’s people want the 
same type of help, we'd be glad to do 
this self-analysis by mail if they don’t 
want us to come to see them,” says 
Gemlo, who’s a former jobber himself. 

Pure kicked the program off in its 
Northwest division because _ that’s 
where 204 of its 460 jobbers are lo- 
cated. Over 40% of Pure’s gallonage 
moves through jobbers. 


Recession-Beaters 


HERE’S A CHECKLIST of eight 
specific sales stimulants you can use 
to ride out the recession. They come 
from a Dun & Bradstreet survey of 
416 manufacturers and 249 whole- 
salers who are taking measures to 
strengthen sales. They’re basic—but 
they work, reports D&B. 

1. Make everyone a salesman. 

2. Seek out new distribution chan- 
nels. 

3. Conduct special promotions. 

4. Move into growing markets. 

5. Develop new products. 

6. Keep advertising strong. 

7. Turn the slowdown to your ad- 
vantage. 

8. Stimulate personal selling. 


Decisions, Decisions, Decisions 





Management 








RICHFIELD president Fred Meeder (left) and ad manager Ben Pollak 
mull over a multiplicity of designs for their new premium pump. They 
wound up choosing the red-and-white job at right on the model island. It’s 
being introduced now throughout Richfield’s 13-state East Coast territory 


Memos for Management Men . 





e Employes who account to their 
employers for business expenses 
won't need to keep personal records 
for use on income tax forms, Internal 
Revenue Service now says. 

After a series of flipflops by IRS, 
the policy now stands this way: if 
you account to your employer, you 
need not total or itemize reimbursable 
expenses. You simply certify that 
they didn’t exceed “ordinary and 
necessary business expenses’—or if 
they did, report the surplus as income. 

If you don’t account to your em- 
ployer, you must make a detailed 
report on the amount and nature of 
your expenses. 


e Indiana Standard directors took 
to the road this spring to spur sales 
efforts in the Midwest. 

The directors met with all company 
salesmen from 15 states. Accompanied 
by top sales officials, they took in a 
total of eight regional conferences, 
where they met salesmen individually 
at informal sessions. They discussed 
the regional economic outlook and 
talked over plans to increase sales. 


e Leasing looms larger. Many in- 
tegrated companies will be operating 
plants with leased equipment by 1968, 
says the Foundation for Manage- 
ment Research. 
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A study shows leasing will become 
increasingly important in industries 
whose ratio of fixed assets to tangible 
net worth is at least 3097. It’s about 
83% for integrated oil companies 
mostly because of refineries. But oil 
distribution facilities can be leased; 
service station sale and 
arrangements are already 


leaseback 
common. 


e Twice as many employes as ex 
pected turned out for the first year of 
Indiana Standard’s educational assis 
tance program. Under the program, 
Standard pays 75% of tuition for 
employes attending school on thet 
own. 

There were over 1,250 applications 

about 3% of Standard employes 


e Corporate Public Relations is the 
title of a new book by John W. Hill, 
chairman of the board of Hill and 
Knowlton, the public relations firm 
He emphasizes that private enterprise 
must be in the public service—and 
that the public should know about it 

Hill therefore applauds Sun Oil's 
corporate creed of service. The Sun 
creed begins by “recognizing that busi- 
ness exists to serve the common good 
and appreciating that our stewardship 
is properly of broad interest to many 
people.” Profit is not mentioned until 
the fifth paragraph 


9] 
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What took the spark 


This unretouched 
photograph, taken 
by Edmund F. Hawes, 
UOP Staff Photog- 
rapher, was award- 
ed First Prize in the 
1956 ASTM Photo- 
graphic Exhibit. 
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out of this plug? 


. Vl 





The old problem of the fouled-up spark plug is less acute today because of modern 
improvements in petroleum refining. Most refiners are taking the utmost 
precautions to make sure that the motor fuels they produce burn clean, quick 
and with the full power needed for today’s high compression, high-speed 

engines. Throughout the refining industry research technicians are constantly 
checking the fuels their refineries produce to help guard against plug fouling 

and to maintain all the high performance characteristics demanded by today’s 
automotive engines. In this way they are helping to make and keep the 
products you market salable. Here at UOP, in our business of developing 
processes for the manufacture of motor fuels, we also never take our eyes 

off the performance of the end product. Our research and technical staffs are 
constantly concerned with the fuels made by UOP processes to make sure 

that these will have the performance qualities that will give their ultimate 
users full satisfaction. This is only part of the broad contribution 

research is making toward the salability of products from petroleum. Wherever 
you market, you can be sure that ‘men of science”’ are constantly working 

to keep the products you sell at the quality level your customers demand. 


UOP has prepare d an interesting booklet on ‘“‘Hlow Men Of 
Science Help You Sell.” We'll be glad to send you a copy on request, 


This is a modern V-8 engine and dynamometer used in the 
UOP Engine Laboratory to analyze all phases of motor 
fuel performance including engine cleanliness test. It is 
one of the tools used by UOP technicians to develop 
methods for producing fuels having all of the character- 
istics necessary to satisfy the petroleum marketers’ most 


demanding customers 


More Than Forty Years Of Leadership 


In Petroleum Refining Technology 





® 


UNIVERSAL OIL PRODUCTS COMPANY 


30 Algonquin Road, Des Plaines, Illinois, U.S.A. 
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Stations 
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SCALE MODEL was built by agent Phil Boeye to study prospective station’s good and bad points 


How a Commission Agent Built 


DOWN IN Texas’ Lower Rio Grande Valley, com- 
mission agent Phil Boeye thinks he’s found the 
answer to one of the biggest problems he’s faced 
in some 20 years of oil marketing. 

Boeye (pronounced “Boo-ee”) has designed a 
service station he can build for under $15,000. 
He hopes to sell property owners on building others 
like it and leasing them to him. 

If his scheme works, Boeye will solve the prob- 
lem of replacing low-volume, obsolete dealer out- 
lets with modern stations. 

How Boeye designed his station, and how he 
plans to sell it, shows what a small distributor can 
do with a little initiative and imagination. 

Boeye—no engineer—built a scale model of his 
“ideal” station. He used it to study good and bad 
features, got material and labor costs figures, and 
then built his station. 

He put the pilot station up for under $15,000 
on his own property. He’s sure the maximum cost 
won't go over that on others he plans to build. His 
station is “of conservative modern design.” 

Boeye doesn’t know exactly what cost corners 
he cuts in his station. “All I know is most major 
company stations here cost $25,000 and up. I can 
build mine for $15,000.” Continental, his supplier, 
estimates Boeye’s labor bill alone would run $3,500 
under its own. As an individual, Boeye can use 
non-union labor. 

Boeye also has exposed wood and framing “that 


94 


wouldn’t go where you have strict building codes,” 
a Continental man says. The slanting rock lime- 
stone roof is framed out of wood that might not 
pass codes in other areas. 

But Continental says Boeye has some good ideas 
in his station. They like his model so well they'll 
help him offer financial assistance to property 
owners willing to build and lease back the stations. 


How the Station Is Constructed 

The station is 54’ x 56’ and is located on a 
75’ x 100’ lot. Building material is Mexican brick. 
The slanting roof extends from the back on out over 
the pump island. Floor-to-ceiling plate glass win- 
dows surround the office area. 

Strings of neon lights are recessed in the egg- 
crate roof. Driveways are 10 ft. wide to allow more 
room for activities like car waxing. Pump islands 
are 4 ft. wide, “for the operator’s convenience and 
for ladies who are always scared of knocking the 
pumps down.” 

There’s no step separating the office from the 
driveways. The concrete simply slants upward from 
the driveway into the office. 

Inside the office, the operator has a three-shelf 
combination desk and display rack. Windows en- 
circle the office so he can observe everything on 
his driveways and in the wash and lube bays. 

Inside the station, there’s a 12’ x 8’ TBA store- 
room that can be locked. Display shelves can be 
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REAL THING cost only $15,000 and will replace obsolete, low-volume outlets 


A Station for $15,000 


hooked on and arranged anywhere along the walls. 

The station has a 14’8” by 23’ lube bay, and 
a 13’ by 23’ wash bay. In the lube bay there’s a 
cabinet for storing all pop bottles (including emp- 
ties) because Boeye believes “there’s nothing that 
can make a station messier looking than a bunch 
of bottles lying around.” 

Roll-type overhead metal doors can be pulled 
down at night to lock the tool and lube equipment 
store area, which is 7’ by 12’. This eliminates doors 
on the front of the service bays. 


How the Model Paid Off 


Boeye found certain things wrong with his scale 
model. His roof looked too “stubnosed,” so he 
extended it another couple of feet. His wife sug- 
gested wider pump islands. His walls looked “a 
little skimpy,” so he widened them. 

But he’s perfectly satisfied now with his finished 
“dream” station. “While economy was my big aim, 
I was also seeking a design that would be attractive, 
and I wanted a station that would be convenient 
for people to work in,” Boeye says. 

The model station opened in January, and did 
10,000 gal. its first month. It’s now doing over 
12,000. He expects this volume to grow, but claims 
that even at 10,000 gal., “the property owner, Con- 
tinental, and I can all make money as long as | 
keep the construction costs under $15,000.” 


Agent Boeye has been mayor for the past five 
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years in McAllen, the principal town he operates 
in. He knows most property owners personally and 
this helps him in selling his idea. 

“IT have 19 stations that I supply,” he says. “I 
did have 22, but lost three in the last 12 months 
There are five more Id like to get rid of, because 
they are obsolete and unprofitable. 

“So far, I have tentative agreements from three 
property owners who want to build my station, and 
hope to get more. If I’m successful, | should be able 
to push my volume up.” 

Boeye offers to move his own crew in and build 
his station. He’s trying to sell property owners on 
the idea that they can take advantage of his plan 
and put their vacant property to work 

Both he and Continental will offer some financial 
assistance in building the stations. In turn, the 
property owner has to furnish him with a long-term 
(10 years or more) lease. 

Boeye, unlike most distributors in the Valley 
depends principally on service station business. He 
does only about 1% of his total volume in farm 
business, although the Valley is a heavily concen 
trated agricultural area. He passes farm business by 
because “‘it’s too unpredictable and there’s too much 
competition from LP-gas.” 

About 10% of Boeye’s 200,000-gal.-a-month 
volume is commercial business, so he depends on 
service stations for 89% of his business. For that 
reason, he says, “I had to do something.” He thinks 
he has the right answer 








From Year To Year, Fruehauf 
When Operating Tanks, 


Do YOU buy Tank-Trailers on the basis of price? Many operators do. But there 
is one factor that price-conscious buyers should always remember: 


When comparing prices, be sure all specifications are equal. 


Fruehauf sells most of its Tank-Trailers to men who habitually take a careful, 
second look at what the quoted price represents. These men compare the tensile 
strength of materials used in the shell, the quality and strength of welds, the quantity 
and design of internal and external braces and frame members, the Trailer weight, 
the materials used in important fixtures. 


They even check to make sure the price includes such necessities as required 
I.C.C. safety features, and the invaluable protection of quickly available, reputable 
welding and repair facilities. 

To operators who keep this kind of score, Fruehauf rarely loses a sale. Fruehauf 
sells many of its tanks to experienced operators who just wouldn’t consider any 
other make. For it’s been proven over and over—you get the highest earnings with 
the highest quality equipment. 

And it’s also been proven, again and again, no-one can beat Fruehauf quality 
and design at the same price. 

Hundreds of leading liquid transporters acknowledge this by adding Fruehaufs 
to their fleets every time they buy. 
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Ferguson-Steere Motor Company of 
Dallas, Texas, began standardizing on 
Fruehauf Tank-Trailers in 1952, thereby 
reducing operating expense appreciably 
and assuring maximum profits in hauling 
all kinds of liquids in the Southwest. 





am - wee ensnies ete 
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Consistently Insists: 
You Can Only Afford The Best! 


The Extra Value Built Into Fruehauf Tanks 
Pays for Itself Over and Over Again 


World's Largest Builder of Truck-Trailers 
FRUEHAUF TRAILER COMPANY 
10949 Harper Avenue - Detroit 32, Michigan 


a UJ é HAUF SEND DETAILED REASONS WHY FRUEHAUF VALUE IS UNMATCHED IN THE 
FOLLOWING TYPES OF TANKS: 


(] STEEL [) ALUMINUM [_} STAINLESS STEEL 
TRA LERS NAME ____ 
COMPANY _ 


ADDRESS __ 


For Forty-Four Years — More Fruehauf Trailers On The Road Than Any Other Make 
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Sohio transports hauled products to two bulk plants 
to serve the company’s Mahoning Valley area (gray) 


A $1.6-Million 


FOR OVER 30 YEARS, Standard Oil Co. (Ohio) 
served a four-county area in northeastern Ohio 
from bulk plants in Warren and Youngstown. 

But since early 1956, Sohio has been supplying 
that market from its new Mahoning Valley pipe 
line terminal, midway between the two cities. The 
Warren plant has been shut down and Youngstown 
now operates at 20% of capacity. Sohio figures it’s 
saving $250,000 to $300,000 a year. 


Why the Shift Was Made 


Storage at the two older plants was outmoded. 
Combined capacity was 12,000 bbl., and there was 


Cleveland 





New 
Terminal | 


_—s 
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Canton 





One pipe line terminal replaces the two bulk plants. 
Hauling is ended; Sohio saves up to $300,000 a year 


Plant Pays Out 


little room for expansion or modernization. Both 
were in congested areas that complicated truck 
transportation. 

But truck transportation was the only way to 
keep both plants supplied. Product was picked up 
at any of three Sohio pipe line terminals at Cleve- 
land, Akron or Canton. Transports ran 40 to 60 
miles one way, depending on where product was 
picked up and where it was delivered. 

A lot of hauling was involved: Sohio’s annual 
volume in the four counties runs around 100- 
million gal. (66% of it in the Warren-Youngstown 
area). Sohio also had to transport product—mostly 


S ee 
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Dispatcher has remote control of loading operations 


Layout is designed to provide maximum efficiency .. . 
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fuel oil—to a dozen or more smaller bulk plants to 
serve farm and home accounts. 

Out of Key—This type of operation didn’t fit 
Sohio’s distribution philosophy of direct delivery 
from terminal to retail outlets. 


How the Savings Add Up 


Sohio cites four key elements behind the ter- 
minal’s estimated annual savings: 

e Lower transport costs. Sohio says it saves 
about 40 miles from the average transport trip by 
hauling directly from the terminal to retail outlets. 
This has greatly improved productivity, both in 
gallons delivered per truck and in gallons delivered 
per man per hour. 

e No rehandling cost. That means less product 
loss, too. 

e Better over-all performance. Loading speeds 
are 250% faster at Mahoning Valley than they 
were at the older stations. In-and-out time at the 
terminal is about 15 minutes, less than half the time 
at the Warren and Youngstown bulk stations. 
Location outside congested areas speeds trucks. 

e Less safety risk. Cutting back truck mileage 
reduces exposure of products to heavy traffic. 


What $1.6-Million Bought 


About $1-million went into 37 miles of 8-in. 
pipe line. The hookup was made at Sohio’s pipe- 


line station at Mogadore, outside of Akron, to 
connect with the Cleveland-Akron-Canton pipe 
line. That line is part of the system serving Sohio’s 
13 major terminals and its refineries at Cleveland, 
Toledo and Lima. 

About $600,000 went for 26 acres of land and 
development of 14 acres. This includes: 

e Tanks. Capacity is 160,800 bbl. in two 40,- 
0Q00-bbl. tanks for X-Tane (house brand) gasoline, 
two 15,000-bbl. tanks for Boron gasoline, two 15,- 
QOO0-bbl. tanks for No. 1 oil, two 10,000-bbl. tanks 
for No. 2 oil, two 400-bbl. tanks for diesel fuel. 
Another 400-bbl. tank is an interface tank. All 


Pneumatic tube to loading rack speeds paperwork . . 
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Bulk Plants and Terminals 





gasoline tanks have floating roofs; all oil tanks 
have cone roofs. Storage is equipped with ground- 
reading tape-type automatic gages and high-level 
alarms to prevent overfilling. 

e Piping. All input lines are underground. Out- 
put lines from tanks to loading pumps run above- 
ground, then underground to the loading rack. 
Diameter of input lines from pipe line manifold 
to tanks is 6-in. Output lines from tanks to the 
rack are 8-in., cutting down to 6-in. at the rack, 
then to 4-in. at the loading arms. Grove gate valves 
are used at the pipe line manifold and both gate 
and plug valves are used on the output lines. With 
most of the lines underground, Sohio didn’t have 
to use expansion-contraction couplings. But it does 
use a 10-ft. section of 8-in. flexible tubing between 
the tank valve and the aboveground loading lines. 

e Pumps and motors. Close-coupled Ingersoll- 
Rand centrifugal pumps are powered by three- 
phase 25-hp motors turning at 1,750 rpm. 

e Loading rack. Rate is 700 gpm, vs. 200 gpm 
at the older plants. Although Sohio yoes to 800 
gpm at other new terminals, 700 is sufficient for 
Mahoning Valley; the terminal is used by a number 
of smaller distributors’ trucks for which 800 gpm 
is not necessary or economical. 

The rack has one bay for gasoline and one for 
distillates; one truck can load at each bay. Oilco 
deep-loading arms are used. 

e Office. Part of the 3,400-sq-ft. office area 
houses the control center, where the dispatcher 
has remote control of all loading operations (pic- 
tures). Meters with ticket printing heads are part 
of the control center. An intercom system puts 
the dispatcher in direct contact with drivers at the 
rack and a pneumatic tube system handles all 
money and paperwork between the two parties. 
This speeds up operations and makes it unneces- 
sary for drivers to walk to the office 

The office building is a one-story brick structure 
with steel frame and metal deck and roof. It has 
space for general offices, meeting room, locker 
room and lunch room. 


Flexible tube replaces expansion-contraction couplings 





to pump way up here 


from way down there 


Orman-Rupp — 


When you need a pump, you generally need it right now. Maybe 
it’s for fire protection, dewatering, emptying a sump... all sorts 
of jobs. Water, petroleum or industrial liquids. 

Whether it’s for emergency, routine or stand-by use, we build 
your pump. 

Gorman-Rupp pumps are motor or engine driven. For construc- 
tion, fire fighting, jetting, transfer service, sanitation, mining, 
petroleum marketing, irrigation and other applications. Sizes as 
small as *4”. Large as 12”. Complete units or basic pumps. 

We'd like to send you free, ‘How To Use Portable Pumps in 
Industry”. . . reprinted from Power Magazine. Write today. 





THE GORMAN-RUPP COMPANY 


305 Bowman Street's Mansfield, Ohio 


nt i 
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“O Series” Petroleum Products Pumps: 
Centrifugals that prime. Straight-in suction, 
No check valve. Powered or basic units. 


New “80 Series” Lightweight Pumps: 
Self-priming. Straight-in suction. No check 
valve. Sizes 14”, 2” and 3”. See cutaway 
at left. 


Dual Fire Fighter Pumps: Fight fire direct 
or relay enough water to pumper for two 2” 
nozzles at 100 Ibs. Quick prime. Portable. 
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Magic Circles 


They're Ethyl’s way of 
pushing gasoline sales 


FOR THE FOURTH summer in a 
row, Ethyl Corp. is aiming its pro- 
motional guns at boosting station 
sales. This year’s effort, the “Magic 
Circle” campaign, is designed especi- 
ally to increase pleasure driving. 

The Magic Circle itself is a spe- 
cific touring area in a particular part 
of the country. Magic Circles are 
featured each month in full-color ads 
in Life, Look, Saturday Evening Post 
and Sunset. 

Ethyl’s motive? The more gasoline 
sold, the more tetraethyl lead sold 
by Ethyl. 

Helping Hand—lIt’s pretty tough to 
advertise tetraethyl lead itself, so Ethyl 
concentrates on helping oil companies 
sell gasoline. Magic Circle ads carry 
the name of the Ethyl Corp.—but 
weekly travel columns distributed free 
to newspapers don’t even mention the 
company. 

Ethyl hopes the campaign will do 
more than give oil companies a free 
ride The company is trying to get 
marketers to use tie-ins in their own 
advertising. The more times the 
pleasure-driving theme appears, the 
more effective it will be, says Ethyl. 

Gathering Steam—Cities Service 
Oil Co. has already picked up the 
ball. In its dealer magazine, the com- 
pany explained the campaign to deal- 
ers and urged them to concentrate on 
the pleasure motif in their own pro- 
motions. 

There’s sound logic behind this 
emphasis on sight-seeing and recrea- 
tional travel, promotion men ' say. 
Surveys show nearly half of the na- 
tion’s car-owning families “rarely or 
never” use their autos for pleasure 
trips. Despite the increase in leisure 
time and available income in the 
past 10 years, there’s been no signi- 
ficant increase in the amount of plea- 
sure driving. 

Ethyl reasons that you can’t sell 
a man the idea of using his car more 
for business or necessary trips. But 
you Can convince him “there’s wonder- 
ful world beyond his driveway” to 
be explored during off-hours. 

Goals to Shoot For—It campaigns 
like the “Magic Circle” can be made 
to pay off, some of the slump in 
demand may be checked. They may 
also help spur road construction plans, 
which seem to be bogging down. An 
invasion by a _ horde of pleasure 
seekers could change that. 


Merchandising 





Cities Swaps Old Cars for New Business 


CITIES SERVICE is in the second round of its antique car giveaway 

picture giveaway, that is. Customers and dealers who mail a request card 
get free full-color reproductions of classic cars like this 1909 Maytag. Prints 
are 9” x 742”, and come in sets of three. Promotion started last summer. 


Memos for Merchandising Men... 





e Professional grouches could have 
a ball with Ohio Oil’s guaranteed 
“Smile-Maker service or your money 
back.” If you’re not satisfied with a 
Marathon station’s products or serv- 
ices, you get a refund, and that’s that. 
“Smile-Maker” rhymes with Ohio’s 
gasoline, Mile-Maker, get it? 

Ohio’s backing the campaign with 
newspaper, radio and outdoor adver- 
tising. 


THE MY ST ERY MAN" 


/2 COMING 


e The stealthy gent above repre- 
sents a force of 350 “Mystery Men” 
currently lurking about the country. 
In spite of the getup, they’re pro- 
moting Du Pont No. 7 M.O.A. motor 
oil additive—net the forcible over- 
throw of the U.S. government. 

The Du Pont operatives make reg- 
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ular stops at service stations and 
car dealers. If the attendant suggests 
M.O.A. without prompting, — the 
Mystery Man hands over a certif- 
icate redeemable for $5 at Du Pont’s 
Wilmington headquarters. 

If the attendant doesn’t mention 
M.O.A., the M.M. identifies himself 
anyway and gives the attendant a 
card entitling him to a free can of 
M.O.A. He also lets on that other 
M.M.’s are in the area, so the atten- 
dant should start suggesting M.O.A. 


e Humble Oil’s dropping a half- 
hour TV show, Texas in Review, 
which it’s produced and sponsored on 
26 stations since 1952. Humble may 
bring out a new show in the future, 
meanwhile is stepping up TV _ spot 
announcements. 


e Trading stamps are now conver- 
tible into life insurance. P-I-P Stamps 
of St. Louis will distribute “Gold and 
Blue Dollar Stamps” offering $200 
worth of life insurance for every $200 
worth of goods purchased. 

Maximum total policies for any 
one person is $3,000. Anyone from 
one year to 65 is eligible, and there’s 
no medical examination. Stores par- 
ticipating in the plan will get stamps 
plus point-of-sale promotion pieces. 
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Soe 


Dw Pont FOA-2 is added to residual fvel as it's pumped into sludge-ridden tank. 


$20 worth of FOA-2 saved $800 desludging job 
...and with no downtime 


A power plant serving two industrial 
laboratories burns between 1,000 and 
1,500 gallons of residual fuel, daily, from 
a 50,000-gallon tank. 

Recently, it was discovered that six 
inches of sludge had accumulated in the 
bottom of the tank. Constant temperature 
had to be maintained in the laboratories, 
so a tank-cleaning firm was called in. 
They gave a firm estimate of $800 for 
cleaning the tank mechanically. Consid- 
erable downtime would be required. 


This is the powerhouse that had to maintain serv- 
ice, so that essential temperature control, in the 
laboratories it served, could also be maintained. 
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Looking for an alternative, the power 
superintendent decided to try using 
Du Pont Fuel Oil Additive No. 2 to break 
down the sludge. After one week of op- 
eration, during which only $20 worth of 
FOA-2 was used, no sludge could be de- 
tected. Moreover, there was no down- 
time. The tank was in use all during the 
clean-up period. Boiler room operations 
were completely trouble-free throughout 
the time the sludge was being dispersed 
and burned with the oil. 

In addition to sludge removal, preven- 
tion of sludge is an improvement FOA-2 
gives residual fuels. It is an excellent 
stabilizer, solubilizer, and dispersant, 


Being nonmetallic, the additive burns 
with the fuel, leaving neither ash nor 
other residue. Refiners as well as their 
customers profit from the use of FOA-2, 
because it helps to stabilize all forms of 
distillate fuel oils, as well as residual fuel. 
These include blends such as catalytic- 
cracked stocks combined with straight- 
run products. 

Your DuPont representative can give 
you further details. Or write for a copy 
of our comprehensive 24-page FOA-2 
book. It contains complete technical and 
experimental data. E. I. DU PONT DE NE- 
MOURS & Co. (INC.), Petroleum Chemi- 
cals Division, Wilmington 98, Delaware. 


See the “DU PONT SHOW OF THE MONTH” on CBS 


Tetraethyl Lead 


Better Things fer Better Uving 
eo + through Chemisiry 


and other 


Petroleum Additives 
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INDESTRUCTIBLE CURB PUMP HOSE 





i ee ' : 
| EXTERNAL 
DRAPE 








THE HOSE THAT GOES...with every curb pump! 


The new U.S. Indestructible* Curb Pump Hose is one “Two- 
Timer” that “goes steady” with both the external drape type 
and the internal retractable type of curb pump. What's more, 
it’s a “love affair” that outlasts all others and handles with ease 
in fair weather or foul, in spite of the roughest kind of abuse. 

U. S. Indestructible Hose is aptly named. Flexing tests 
have shown it lasts 2% times longer than normal hose... 
because it has an all-metal braid carcass. Never cracks 


Mechanical Goods Division 


RUBBER 
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or blisters, stays flexible even in sub-zero temperatures. 

This hose is a time-and-money saver for you. Since it suits 
all pumps, you never waste a call. You keep your inventory 
down because you don’t have to stock all the various hose 
types when this one is built for all pumps. Get this hose from 
any of our strategically-located branches or write United 
States Rubber, Rockefeller Center, New York 20, N. Y. 
In Canada, Dominion Rubber Co., Ltd. © Underwriters’ eppeoved 


SEE the “U.S.” exhibit 
N.A.0.E.J. Con. Booth 12 


c hing r uw hefore Vicit I} ‘ bher os f bit H f ter NS 
See things you never saw before. Visit U.S. Rubt ew Exhib » Rockefeller Center, N.Y. 


103 





These Men 


John T. Bethell, 
News Editor 


4 PUBS 
‘| RWARD. CATEGORY A. CLARE 
JOHN ¥. BETHELL. 

Lis 


g ‘Of 
I rh EON Ea te wes 
OU LST RNGIRG JOUHMAL IM 





AWARD 
Holger Ridder, d as of NPERIT 
Automotive Editor rf 

(Detroit) po Molger Ridder, ~tutomotine Saitor 


Yianwonal “orelicum Yew 


FOR GUTETANDING JOURNALIOM 
198t 





AWARD 


of NPERIT 


Edward H. DeHart, 
Managing Editor 


Yiatwnal eynvlcun Tews 


FOR GUISBTANDING JOUVURNALISONM 
1ag% 





AWARD 
oF NPERII 
Richard ©. Schroeder 
Sratt Writer 


Richard C. Schroeder, 
Staff Writer 


National:Servicum ices 


FOR OCUTETANOING JOURNALIONM 


yest 











with These Stories in This Magazine 


This sign hangs 
over the typewriter of 
every National Petro- 
leum News editor and 
writer. But more im- 

portant, every NPN editor and writer 
asks the same questions it does of every 
story he starts to write. 

National Petroleum News’ editorial 
policy could be summarized as “no writ- 
ing without a reason.” 

Every item that goes into National 
Petroleum News from a serial feature 
like the three part, thirty page Today’s 
Jobber that won the top Jesse H. Neal 
award to the briefest new product or 
personnel announcement must pass the 
same two question test. Every item must 
be of use or significance to oil marketing 
management men NOW. 
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National 
Petroleum 
News 


THE MAGAZINE OF 
OIL MARKETING MANAGEMENT 


J Factbook issue 
published annually in mid-May 


oy Paid Circulation @ © 


McGraw-Hill Publishing Company, 
330 W. 42nd St., New York 36, N.Y. 

















That is why National Petroleum 
News is THE magazine for oil market- 
ing management men. It’s written the 
way they read it...for a sound busi- 
ness reason. 


The nation’s oil & TBA marketing 
management men buy and read Na- 
tional Petroleum News (as they have 
for nearly fifty years) because it is full 
of useful money-making ideas and in- 
formation that they can use in their own 
businesses or in the performance of the 
major oil company marketing opera- 
tions in their care. 


If you have such ideas and informa- 
tion on your products, put them in Na- 
tional Petroleum News. That’s where 
oil marketing management men look for 
useful, money-making ideas. 





nA REECE, 


Whose gasoline sales 


are heading up instead of dow 


D-X jobbers and dealers with D-X Boron Lubricating Motor Fuell 

The last six months of 1957 D-X premium sales were up 19 per cent 
while the oil industry in general was down. Competitors have been 
fighting decreases. D-X jobbers and dealers have been riding 


high on increases! 


D-X Boron does it — in case after case. And D-X Boron continuous 
promotions — spectacular missile and rocket newspaper advertising, 
dramatic television shows, brilliant posters and point-of-sale 
displays — drive home the Boron story and make it stick. 


D-X Boron increases are real — they stay. Write 


i] 


us now for all the facts. eee ——— 


D-X SUNRAY OIL COMPANY (Subsidiary) 
Sunray Mid-Continent Oil Company 
Mr. N. B. Ingram 


General Manager, Retail Sales Dept. 77 
Box 381, Tulsa, Oklahoma 


| want to know how D-X Boron can help 


: i i ll " 
Help today... planning for tomorrow eT eT oe 


from D-X SUNRAY, makers of 
The Smoothest Power You Can Buy! 


Name. 





Address 








silted enna oaivesereesesitcaay aniline 


| 
City. State 


ks cecssoenas nists 








NATIONAL PETROLEUM NEWS * May, 1958 











CUSTOMER-APPEZ ‘i 


LUSTERLITE Porcelain Enameled Service Stations display your com- 
pany trade marks and products smartly, proudly, distinctively. 
LUSTERLITE Buildings are bright and clean—and stay that way without 
heavy painting maintenance costs. All building surfaces, inside and 
outside, are lifetime porcelain enamel. 





Remember: Your stations are your only regular, personal contact 
with your customers. Make sure they have as much customer-appeal 
as your name,your trade marks and your products—now, and for years 
to come...in present locations, or moved as traffic patterns shift. 





LUSTERLITE Buildings can be quickly, economically built to your own 
design. For complete information, write today. 


US TERU Ts 


PORCELAIN ENAMELED SERVICE STATIONS 


CHICAGO VITREOUS CORPORATION « CICERO 50, ILLINOIS 
A DIVISION OF THE EAGLE-PICHER COMPANY 





S¢ out of every dollar spent on automotive 


products is spent by households that 


read an average 





LIFE gives you a vast and responsive market 
every single week. The average issue of LIFE is 
read by 15,320,000 households—31°,, of all U.S. 
households. And these 31°, buy 38°) of all 
automotive products. 

What a market. And what a selling opportu- 
nity, when you know for certain that you can 
reach 38¢ out of every consumer dollar spent 
for these products. 

These findings are soon to be released in Vol- 
ume 2 of LIFE’s Study of Consumer Expenditures 
which documents how U. 8. households spend 
their money for a wide range of consumer prod- 
ucts and services. 


issue of LIFE 


These figures reaffirm what LIFE advertisers 
already know: that all across the country, people 
who read LIFE are the people who are receptive 
. the people who actually 
do the better-than-average purchasing. 


to selling messages. . 


No wonder in 1957 advertisers invested $47 
million more in LIFE than in the next leading 
magazine . . 
two magazines combined. No wonder advertis- 
ing appearing in LIFE is the advertising most 
often used for tie-in displays. 


. more in LIFE than in the next 


Source: LIFE’s Study of Consumer Expenditures, an 
analysis of $200 billion of the $265 billion spent by U.S. 
households for consumer goods and services in 1956. 


ONLY Was gives you 


so much selling support...so swiftly, so surely 
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Fuel Oil 


AUTOMATION 


How Fuel Oil Men Can Use It 


Automation is NOT just for giant corporations, though many people 
think so. Chances are your fuel oil business can use it too. 


If you're interested in staying ahead of the competition—and 
making more money in the process—the report on the following 
pages is must reading. You'll find out: 





@ How Arrow Petroleum, with about 20,000 accounts, mechanized 
its paperwork and wound up with substantial savings. 


@ How a new plan would put automated accounting within reach of 
fuel oil men with as few as 1,700 accounts—at an annual 
cost of about $3 per account. 


For more details, please turn the page 
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Automation in action: Arrow clerks pull individual account envelopes from file, place them on conveyor 


How Automation Is Paying Off 


This Chicago-area heating oil distributor uses a fully automatic delivery 
and accounting system. Here’s how it pays: 


Net savings come to about $5,000 a year 


Office working hours are down 10%, cutting payroll $20,000 a year 
The new system takes up 40% less floor space 


Arrow gets more precise information—and gets it faster 


« 
« 
a 
®@ Centralized files save 30 minutes a day per employe 
* 
* 


There's no billing bottleneck during peak periods 


“WE CAN HANDLE from 1,500 to 2,500 orders 
in a normal day,” says Harry W. Boedeker, treas- 
urer of Arrow Petroleum Co. “We can carry for- 
ward basic data from any account, from original 
order through sales analysis and special reports, 
without hand recopying.” 

Arrow, headquartered in Forest Park, Ill., is 
one of the Midwest’s biggest independent heating 
oil distributors. It serves more than 20,000 ac- 
counts in the Chicago area. 

Since Arrow swung to automation in delivery 
and accounting, says Boedeker, it’s been getting 
its money’s worth: 





e@ There’s an annual saving of $5,000 over 
and above the rental of IBM equipment. 

e@ Fewer employes handle more work. 

e@ Less floor space is needed. 

e Reports come up faster. 

e Billing is quicker. 

“And,” says Boedeker, “we get additional re- 
ports that weren’t readily available before.” 

Arrow’s system automatically prints degree-day 
delivery tickets ahead of time, and can dispatch 
them to bulk plants. It bills commercial and in- 
dustrial accounts; calculates degree days and up- 
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Envelopes are collected and master tapes removed 


Machine prints coded delivery tickets from tapes 


For Arrow Petroleum 


coming deliveries; extends delivery tickets, and 
punches a card that makes monthly report material 
easier to come by. 


How the Equipment Lines Up 


Punched tapes and cards and continuous-form 
delivery tickets—plus the machines that make or 
use them—form the heart of Arrow’s system. 

A conveyor belt is used to keep orders flowing 
steadily without wasted time or motion. 

Before, Arrow leaned heavily on Addressograph 
equipment to stamp delivery tickets, invoices and 
other records. 

Arrow still uses Addressograph to make four 
basic records for each account: (1) forecast or 
degree-day card; (2) customer service envelope; 
(3) burner service card; (4) accounts receivable 
ledger card. And Addressograph is still used for 
special mailings. 

But a lot of new equipment has been added: 

e@ Flexowriter. This cuts a five-channel master 
tape. There’s a master tape for each account that 
identifies it the same way an Addressograph plate 
does. Each master tape can be used indefinitely 
to set the delivery machinery in operation. 

@ Teletypewriters. Master tapes are fed into 
the sending units of teletypewriters, where they 
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automatically type continuous-form delivery tickets 
(original and three carbons). 

@ Reperforators. At each teletypewriter, re- 
perforators pick up certain information from each 
master tape and punch it out on a continuous 
by-product tape. 

e IBM tape-to-card converter. With the by- 
product tape fed into this machine, Arrow winds 
up with a punched card for each order sent out 
during a day. 

e IBM Card-o-type. This accounting machine 
does most of its operations automatically from 
punched cards prepared by the tape-to-card con- 
verter. Arrow’s card-o-type has a calculating ma- 
chine, three electric typewriters and a key punch 
that delivers a sales output card. This is used 
for monthly reports on products sold, by grade; 
sales commissions; deliveries (by size of drops in 
relation to tank sizes), and other special reports 


How Arrow’s System Works 

Master tapes and teletypewriters, with an assist 
from clerks, get the will-call and degree-day de- 
liveries rolling. 

Reperforators, by-product tapes and tape-to-card 
converter make it easier to get billing and account- 
ing Operations started while the card-o-type fin- 


ishes the job. (Continued on page 112) 
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Key to billing and record-keeping is IBM Card-o-type. It carries out four automatic operations 


(Begins on page 110) 


Here’s the procedure that starts when degree- 
days pile up: 

Clerks pull degree-day cards from one file and 
match them up with customer service envelopes 
containing the master tape for each account from 
another file. After credit approval, both card and 
envelope go to the teletype department on the 
conveyor. 

At the teletype department master tapes are 
pulled from envelopes and put into teletypewriters. 
The result is a printed delivery ticket. Manual 
work by teletypists includes putting the order 
number on the delivery ticket, as well as the sched- 
uled degree-day delivery, a second degree-day 
delivery by which time oil should be delivered to 
avoid a runout, and credit approval. 

Arrow’s teletypes are set up on two circuits. 
Delivery tickets for all automatic deliveries go 
out on the room circuit, which has sending and 
receiving units in the same room. That lets Arrow 
preprint delivery slips way ahead of schedule for 
later distribution to its six bulk plants by messenger. 

Same-day or emergency deliveries go out on a 
circuit that connects the office with teleprinters 
in each bulk plant. Master tapes are coded to 
the appropriate bulk plant serving the account. 
In that way, each bulk plant receives only the 
orders it’s to handle. 

Reperforators punch out certain data on each 
order on by-product tape, no matter which circuit 
is used. 

Before customer service envelopes are re-filed, 


teletype operators return each master tape to the 
right envelope and then note on the front of each 
envelope the order number of the delivery ticket 
for that account. 

Degree-day cards are put in degree-day sequence 
and are matched up with punched cards from 
the tape-to-card converter. They form an out- 
for-delivery file as a control on bulk plant delivery 
operations. 

Once deliveries are made, office copies of de- 
livery tickets are matched up with the out-for-de- 
livery file. If there are any cards left in the file, 
Arrow wants to know why. 

Degree-day cards, punched cards and office 
copies of delivery tickets then go to the billing 
department. This requires some manual work: 
each delivery ticket is coded for price and sales 
tax, and an adding machine total of gallons deliv- 
ered is taken and matched with truck reports filed 
separately by drivers. 

Gallonage totals are also checked against truck 
meter readings. If there’s a shortage or an over- 
age past a set tolerance, Arrow begins to look 
for errors in deliveries. 

An analysis of gallons delivered by grade of 
oil and class of sales is also made from the truck 
reports to get a predetermined total for subsequent 
check with the punched cards. 

Degree-day cards, punched cards and price- 
coded delivery tickets go next to Card-o-type. 

Card-o-type has four automatic operations: 


e@ Typing invoices for commercial accounts. 
(Continued on page 114) 
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GLOBE. 


) THE a ALAAS 





PLANTS: DES MOINES—PHILADELPHIA—LONG BEACH, CAL. 





DESIGNED TO LIFT ALL CARS 
PAST - PRESENT - FUTURE 


Globe ‘“Frame-Kontact” Hoists, with “Continental- 


18” Adapters when needed, contact all 1958 cars at 





the manufacturers recommended pick-up points. 
Whether the frame is box, bowed, x-type, unit or 


semi-unit, “Frame-Kontacts” provide a margain of AUTOMogi¢ 
: agi sie , urr 
safety that eliminates critical spotting. 1958 DATA FILE OF IG Tests 
The long, low profile of Globe “Frame-Kontact” CAR LIFTING. Con- 
tains specifications for 
lifting all 1958 cars on 
as cars have frames, bodies and wheels, you can be all types of Globe 
yea a5 os Oe Be , Hoists . . . includes dimensions, clearance, weight 
sure that Frame-Kontact will lift them. distribution and factory recommended pick-up 
And only with “Frame-Kontact” do you get the points. Write today: GLOBE HOIST COMPANY, 


profit advantages of low initial cost, maximum under- a Lane at Queen Street, Philadelphia 


Hoists serves every car on the road today. As long 








side accessibility, relaxed suspensions. 


ap ap Sasa FT i a Hl 


FRAME K 
SINGLE POST 





WORLD’S MOST conbaae LINE OF AUTOMOTIVE AND HEAVY-DUTY TRUCK HOISTS 


May, 1958 + NATIONAL PETROLEUM NEWS 





Fuel Oil 


“Office hours have been cut 10%, slicing payroll costs 
by $20,000 a year...” 


(Begins on page 110) 
One electric typewriter has continuous-form in- 
voices to do this job. 

e@ Figuring next degree-day deliveries for each 
degree-day card. Another electric typewriter does 
this work. 

@ Extending delivery tickets. The third electric 
typewriter does this. 

e@ Punching out a sales output card. That’s 
the function of the key punch. 

Despite its many operations, Card-o-type has 
one operator. To get ready for work, she locks 
the delivery date and degree-day total for that 
date into the calculating unit; feeds punched cards 
from the by-product tape into a tabulating chute; 
stacks degree-day cards (in the same sequence as 
the punched cards) close to one typewriter. She 
works from the price-coded delivery ticket (also 
in the same sequence as the punched cards), and 
has delivery tickets ready to insert into another 
electric typewriter. 

As Card-o-type hums, it takes each punched 
card from the tabulating chute. If that card is 
for a commercial or industrial account, the type- 
writer with continuous-form invoices picks up the 
account’s name and address. 

Looking at her delivery ticket for that account, 
the operator will index the price code and gallons 
delivered in the calculator. That information is 
fed to the typewriter, the invoice is completed, 
and the next moves into place. 

While the invoice is being completed, the de- 
gree-day day for that account has been put into 
the second typewriter. From the punched card, 
six columns of figures are automatically printed: 
gallons delivered, usable degree-days of oil in the 
tank, degree-day of delivery, date of delivery, next 
forecast degree-day delivery and the second de- 
gree-day total by which time delivery should be 
made. The same information goes on degree-day 
cards for home accounts. 

While the degree-day card is being filled out, 
the operator puts the delivery ticket into the third 
typewriter to show the gallons delivered, calcu- 
lated net amount, tax, and total amount. Most 
of the information is fed into the typewriter auto- 
matically from the calculator. 

Every time a delivery ticket is extended, data 
printed on the ticket are duplicated on a carbon- 
backing sheet that gives Arrow a batch or daily 
total gallonage figure and a dollar total. The gal- 
lonage total is checked with the predetermined 
total added up in the billing department. 


If everything checks out, delivery tickets for 
home accounts—now extended—are filed in the 
accounts receivable, to await cycle-billing posting 
to statements and to accounts receivable ledgers 
on Burroughs Sensimatic equipment. 

In its final operation, Card-o-type uses the 
punched card from the by-product tape and comes 
up with the sales output punched card that Arrow 
uses for its monthly reports. 

Before degree-day cards are re-filed, they are 
checked for K factor corrections to make sure 
Arrow’s accounts don’t run out of oil. Just by 
looking at the figures on each degree-day card, 
file clerks know if they are on automatic delivery 
or will-call service. 

The Card-o-type typewriter handling degree-day 
cards prints blue for automatic deliveries and red 
for will-calls, picking up that information from 
the punched cards. 


Here’s How Arrow Figures the Payout 


Over-all savings, Boedeker says, come to about 
$5,000 a year. That includes economies and the 
cost of equipment rental and purchase of Standard 
Register forms. 

To some, the saving may seem small. “But re- 
member,” Boedeker says, “we’re able to get more 
precise information and we're able to get it 
quicker.” 

Office hours have been cut 10%, slicing pay- 
roll costs by $20,000 a year. “Yet,” says Boe- 
deker, “we can handle peak-day volume with less 
difficulty and greater speed.” 

Arrow’s automation got its first real test in 
January, 1957, when the company racked up a 
record sales volume. “All billings were done within 
two days of delivery, instead of eight days, and 
all special reports were out 10 days after the close 
of the month,” Boedeker reports. 

In re-arranging office space, Arrow came up 
with more savings. Filing work is done with four 
fewer people, 40% less floor space, and with all 
account records within easy reach. Arrow figures 
it’s saving 30 minutes per day per person eight 
persons work on filing) by eliminating walking to 
and from files. 

There’s more automation coming for Arrow. 
“Our long-range program,” Boedeker says, “is now 
under study. We are considering such things as 
inventory control of burner parts, TBA items for 
our private-brand service stations, accounts re- 
ceivable and collections, and burner service billing 
operations.” 8 
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Automation for the Small Firm 


That's the object of this unusual 
plan. It would provide automation 


for only $3 per account per year 


AUTOMATION that goes further than Arrow 
Petroleum’s (see page 110) is feasible, too—and 
with far fewer than 20,000 accounts. 

All that’s necessary is the cooperation of several 
small heating oil distributors, says Edward Flamm 
of Integrated Data Processing Systems, a New 
York consulting firm. Flamm estimates that for 
$3 per account per year, he can do accounting, 
billing, degree-day calculations and a good part 
of the dispatching operation with an electric com- 
puter. 

An electronic system’s quickness, accuracy and 
ability to develop new information can mean sav- 
ings for marketers and accounts alike, says Flamm. 
Integrated Data Processing Systems has planned 
programs that Flamm feels would increase fuel 
oil marketers’ efficiency—to the point where it 
would be easier to compete with natural gas. 

This is especially true of computer-controlled 
dispatching, Flamm says, because his program can 
control rolling stock and maximize gallonage drops. 
Flamm found that could make the difference be- 
tween red and black ink when he set up a data 
processing system for one of the East’s biggest 
independent fuel oil operators. 

Cost Breakdown—tThe figure of $3 per account 
is based on the assumption that several distributors 
can get together to process at least 30,000 accounts 
collectively. (More would be even better: cost per 
account declines as computer use increases). The 
operation can be coded so that no information 
leaks from one distributor to a competitor. 


Cooperation Pays the Freight 


Flamm gives two reasons why small business- 
men must get together if they want to make the 
most of automation: 

e Cost. Equipment for a program like Flamm’s 
rents for about $10,000 a month. That’s too much 
for most individual jobbers. 

e@ Centralization for efficiency. It would be 
pointless to duplicate the equipment in a dozen 
places if none could provide a maximum load for 
it. So several marketers must come to a central 
computer station where their total load will provide 
maximum efficiency. 

Heating oil distributors, of course, can and do 
subscribe to programs like those of the Interna- 
tional Business Machines Service Bureau Corp. 
This IBM subsidiary has computer facilities around 
the country where anyone can have data processed 
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Idea-man Flamm: All it takes is cooperation 


for a fee. It’s used by several oil companies— 
including majors that wish to supplement their 
own electronic equipment—for accounting and 
billing, among other purposes. Total fees for a 
year are much less than the cost of renting or 
buying your own equipment. 

But Flamm points out that the fees are higher 
than the cost of a cooperative program. He says 
it would cost a distributor $80 to have his ac- 
counts processed once on an IBM 650 computer. 
But his $3 annual cost per account includes a 
complete rundown every day. For a distributor 
with 2,000 accounts, that’s $6,000 a year—against 
$24,040 if he used the IBM Service Bureau six 
days a week. 

The break-even point for automation under 
Flamm’s program is just under 1,700 customers. 
Most distributors, he says, pay a bookkeeper 
close to $5,000 a year. That expense is eliminated 
with automation. A fuel oil dealer with fewer 
than 1,700 accounts would save money on his one 
bookkeeper; a marketer with more than that would 
save the expense of extra clerical help. A book- 
keeper at top load costs more than $3 per account. 


How to Put the Plan to Work 


State or local jobber associations and OHI 
chapters are the logical groups to set up coopera- 
tive processing programs, Flamm believes. But 
any group of distributors with a sufficient number 
of customers could do it. 

The group would have to lay out procedures; 

(Continued on page 116) 





Fuel oil 


decide what equipment would best serve; rent it 
or buy it, and hire the staff to operate it. Integrated 
Data Processing Systems has devised programs 
for fuel oil marketing that would work with either 
IBM or Remington Rand equipment. Systems for 
other makes of computer can also be developed, 
and the manufacturers themselves are interested 
in setting up new systems. 

Here’s a breakdown for processing 50,000 cus- 
tomers on Remington Rand equipment: 

Facilities—Four magnetic tape units; card 
sorter; high speed output printer; Univac File 
Computer; three key punches; verifier. 

Personnel—Five operators. 

Cost—$10,505 per month for equipment; 
$1,800 per month for personnel; four hours a 
day of machine time. 

Similar IBM equipment centered around a 650 
computer might cost a little less, says Flamm, 
with a slight rise in personnel costs. A parallel 
program with punch card equipment instead of 
magnetic tapes and electronic computers would 
cost considerably less for equipment and rather 
more for the greater number of man-hours needed. 

If a consulting firm is used, it charges a single 
fee for setting up the program, though its services 
could be had on a retainer basis. This charge is 
not included in the $3-per-account estimate, which 
covers only equipment and operating personnel. 


How a Computer Program Works 


As set up for Remington Rand equipment, 
Flamm’s program involves two operations, one for 
delivery and one for billing. Here’s a step-by-step 
rundown of the delivery system: 

@ Delivery cards (showing K-faetor and previ- 
ous deliveries), credit stop cards (made up for cus- 
tomers whose credit has become questionable) 
and K-factor adjustment cards (showing cumulative 
degree days) for each customer are sorted together 
by customer code number. 

e@ Sorted cards and the customer master tape 
are fed simultaneously into the Univac File Com- 
puter. This machine posts delivery amounts, credit 
stops and K-factor adjustments to customer records, 
and calculates percentage of actual delivery to 
optimum delivery. 

e@ Each customer’s consumption is computed 
by the Univac by multiplying K-factor and degree 
days. Consumption is subtracted from the cus- 
tomer’s inventory. A zero or minus balance means 
a delivery is required. (Too great a minus balance 
would indicate that the K-factor is off. If the de- 
gree of difference from the old K-factor is signifi- 
cant after several deliveries, a new K-factor is 
calculated on the basis of delivery data and entered 
on the delivery card for the next cycle). 

@ The computer checks credit (from the credit 
stop cards) for all customers requiring delivery. 
Information on customers whose credit is good is 
transferred to a delivery output tape. Customers 


with credit stops and those whose K-factors may 
need changing are transferred to a different out- 
put tape, and the customer master tape is updated. 

e@ The delivery tape feeds data to the high- 
speed printer that prints delivery notices. A sorting 
operation feeds into this step so that delivery notices 
come out separated for each fuel oil dealer, al- 
ready made up by route. This route takes into 
account both truck capacity and customer location. 

Locations are sorted this way: a distributor’s 
area is broken down into mile squares. Within 
each square all streets are arranged alphabetically 
and numerically (first numbered streets from 1 up, 
then named streets from A to Z). The customer 
code number (used for sorting in step 1) refers to 
this street code, among other things. The first sort 
groups each street; a second sort arranges house 
numbers in the proper order; a third arranges de- 
livery notices by mile squares in case different 
squares have streets of the same name. 

The delivery operation has an estimated time 
of two hours and 30 minutes, assuming 50,000 
customers averaging 2.5 deliveries a month. 

Billing Operation—The steps here parallel those 
of the delivery operation: 


@ Delivery cards and cash payment cards are 
sorted together by customer code number. They 
and the accounts receivable master tape are fed 
simultaneously into the Univac File Computer. 


e@ The computer enters delivery dates and 
amounts on the customers’ records, and applies 
cash payments against open balances. 


e@ Records of customers to be billed that day 
according to their billing cycle code are extracted 
from the accounts receivable tape and transferred 
to an output tape. At the same time the accounts 
receivable tape is updated. 


@ Monthly bills or statements are printed on 
the high speed printer. 

This operation is estimated to take one hour 
and 20 minutes a day for a cycle billing operation, 
assuming 50,000 customers with an average of 
three open invoices each and one payment each 
45 days. 

These basic schemes can be adapted for different 
distributors’ methods of operation—and for varia- 
tions within the same cooperating group, Flamm 
says. The same equipment—even the same opera- 
tions—can be used to make detailed analyses of 
sales, accounts receivable, and delivery, truck, and 
driver costs. And this data can be obtained quickly 
for action to increase efficiency and profits. 

Reaction—How do trade associations take to 
the idea of central-point delivery and billing on 
computer equipment? 

“It’s worth exploring further; sounds good,” says 
Charles Burkhardt, national secretary of Oil Heat 
Institute’s distribution division. 

“We'd like to have further proof of the pay-out,” 
says jobber association secretary. s 
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Spot the needs... and you sell 


Ho 


ECO ISLANDERS “help spot the needs that build sales 


Customers want more than fast, friendly service. They count on 
you to tell them their service needs and keep their cars operating 
efficiently. 

Eco Islanders help spot these needs. They put air and water 
on the island where you can give fast service easily as you look 
for the needs that make money. What’s more, while saving hun- N Sen fone 
dreds of steps, Eco Islanders give more time for friendly selling £ Tireflator 
right at the island. 

Put Eco Islanders on your islands — get rid of tangled air hoses Model 244AWT 
and bothersome water cans — and watch your TBA sales climb. y 1 ames 

Available with or without automatic tire inflation in a wide 
variety of models to harmonize with any station layout. 

Eco Tireflators provide accurate automatic tire inflation for SPEED SERVICE —SAVE TIME 
post, wall or remote overhead installation. SAVE STEPS 


JOHN Woop COMPANY. sennetr pump pivision - Muskegon, Michigan 


District Offices: Albuquerque * Atlanta * Baltimore * Boston * Charleston * Chicago * Cleveland * Dallas * Denver * Detroit + Kansas City 
little Rock * los Angeles * New Orleans * New York * Philadelphia * Pittsburgh + Rochester + Salt lake * Seattle + St. Paul + San Francisco 
IN CANADA: Toronto * Montreal * Vancouver * Winnipeg 





EXPORT: John Wood International Corporation, 29 Broadway, N. Y. Cable *‘WOODINTER" 





BUCKEYE “SAFETY-FI 


FROM HERE 


TO HERE 


“SAFETY-FILL” SERVICES WHILE THE ATTENDANT DOES THE SELLING! 


And how! Buckeye’s new 820U Safety-Fill nozzle, with Red Guard protector, 
stops costly spills and overflows. The protective Red Guard saves car 
finishes and customers’ tempers, but best of all, it’s the most important 
merchandising aid ever! Each Safety-Fill is like adding one man to a 
five man crew. Built-in hold-open notches make the 820U Safety-Fill nozzle 
fully automatic. It’s easier and safer, too. Buckeye’s hold-open 
mechanism is self-contained, eliminating spring loaded accessories, and protruding 
locking parts. Lever can be opened and engaged with one hand. But 
safety doesn’t end there. Look at this: (1) If a car should pull away 
with Safety-Fill still in the fill pipe, the new exclusive metal pull-out tube 
pulls away from the main body of the valve, preventing damage to car and 
pump. (2) The nozzle automatically trips, when it hits the ground, shutting 
off the flow of gasoline. (3) Safety-Fill with hold-open design, has 
been tested and approved by Underwriters’ Laboratories. Write for details today. 


Bucksye. 


“SAFETY-FILL’? NOZZLES 


BUCKEYE IRON & BRASS WORKS f sto, G00) (iidustented) furnished with 
0. ustrated) furnished wit 
P.O. Box 883, Dayton, Ohio j metal tube, tube anchor spring, plastic 
scuff guard, and built-in hold-open 
notches. The 820U is also available 
with rubber tube. 
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Lubrication 


Wanted: An Educational Effort 


The auto and oil industries should get together to educate the motorist 


on the benefits of more frequent motor oil changes. That's what an API 


lube committeeman says, because: 


e@ Most cars today need more frequent motor oil changes 
®@ Most auto makers don't recommend 1,000-mile drains 


OIL MARKETERS have two good reasons to pro- 
mote the 1,000-mile drain: service to the customer 
and profit for the dealer. 

Although the tendency toward longer drain pe- 
riods has thrown a wrench into motor oil ratios at 
stations, the effect on customers’ cars hasn’t re- 
ceived full emphasis. 

Overlong drain periods do cause real—if not 
startling—damage to engines. The motorist who 
abuses his engine by not changing oil every 1,000 
miles under normal conditions is penny-wise and 
pound-foolish. Someday he'll have to pay for his 
folly. 

That’s the argument Socony Mobil’s Jack W. 
Lane tossed at members of the API lube committee 
at their annual meeting in Detroit with spokesmen 
for the auto industry. 

Lane is manager of Socony’s automotive lube di- 
vision. His call for a two-industry educational cam- 
paign echoed the sentiments of many marketers. 
You can expect to hear more of this talk from 
other quarters in the near future. 

Effects of Abuse—Lane revealed that Socony’s 
tests show engine wear rates for 2,000-mile changes 
are 1.5 to 1.66 times greater than for 1,000-mile 
changes. The same tests indicate that 74% of all 
oils are unsatisfactory at the time of drain. About 
27% of all cars are changed between 750 and 
1,250 miles. Of these, Socony says 70% are con- 
taminated beyond a safe point. 

Engine wear from excessive contamination of oil 
is not the only consideration. Lane pointed out 
that cars must be checked periodically for safety 
features. A recent AMA bulletin claims that one 
out of every five vehicles on the road needs main- 
tenance attention for safety’s sake. Extended drain 
periods, Lane says, mean fewer opportunities to 
inspect cars’ safety points. 

There’s no doubt that city driving is hardest on 
lube oils. Of oils used mainly in city traffic, Socony 
found 84% unusable at the time of change. But 
modern suburban driving can be rough, too. About 
74% of oils in this class were unfit for further use. 

The Price Is Right—A motorist could conceiv- 
ably save from $9 to $16 per year by extending 
his crankcase drain periods. But, Lane cautions, 
“this is a very insignificant cost increment” com- 
pared to the price of today’s cars. 
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“For approximately 1% of the total annual cost 
of operating a car; for a fraction of the cost of any 
job; for approximately the cost of a dozen spark 
plugs, the 1,000-mile drain gives the motorist’s car 
reliability, long life, new car performance, freedom 
from worry and other tangible and intangible bene 
fits. Of the dollar actually spent in service stations 
by the average motorist—for fuel, oil, TBA and 
other services—only 3.5c is for oil itself. This is 
a very small proportion.” 

AT: Similar Problem—Automatic transmission 
failure is fast becoming as serious a problem as 
engine failure. A limited survey by Socony shows 
that in some cases, more transmissions than engines 
need rebuilding. 

Chief causes for failures uncovered by Socony 
are seal deterioration, driver abuse, low fluid level, 
infrequent fluid changes, high temperatures, infer- 
ior parts and improper assembly. Many fluid sam- 
ples obtained by the company showed a high de- 
gree of contamination. 

Lane suggests two steps to safeguard transmis- 
sions: frequent checks for proper fluid level and 
changes at every 10,000 miles. 


Blends Cut Octane Hunger 


WHILE MARKETERS are digging hard for ways 
to sell more lube oil, three Standard Oil Co. (Ind.) 
scientists have come up with a way to make motor 
oil work harder. 

They've discovered that the proper blend of oil 
can cut an engine’s octane requirements drastic- 
ally—up to 14 points in some cases. 

The three men recently reported their findings 
to a joint conference of the Society of Automotive 
Engineers and the Society of Lubrication Engineers 

Certain kinds of combustion chamber deposits 
increase an engine’s octane needs, they reported; 
some deposits are caused by various oil additives 
The deposits can be controlled by higher octane 
gasolines, but that’s expensive. The scientists found 
that certain oil additives can also control deposits 

Adding phosphorous compounds seems to be the 
cheapest and most effective way to control the de- 
posits, the scientists reported. Indiana Standard 
says results of the experiments are being applied 
by their refineries in manufacturing lube oils bal 
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EQUI PRA ENT gineered and manufactured by Wheaton. EQU } Pee ENT 
Over 65 years of experience have gone ee 
POEL ODD into the development—and continuing 
Fone r mA improvement—of Wheaton Fittings. This 
3 2 is the basis of Wheaton quality—and the 
reason why so many oil and chemical 
companies standardize on Wheaton. 
Send today for new catalog which de- 
scribes the complete line of Wheaton 
Fittings, many of which have advanced 
features that can save money for you. 
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lumi , steel, stainless steel and malleable iron, for petroleum, chemical and petrochemical specifications. 


WHEATON BRASS WORKS, UNION, N. J. 


Manufacturers of Loading Arm Assemblies, Swing Joints, Loading Valves, Storage Tank Fittings and Truck Tank Equipment 
For the Petroleum and Chemical Industries 





Wheoton products are manufactured in brass, 


Foreign Manufacturers 


Emco Limited, London, Ontario, Canada * Emco Brass Mfg. Co. Limited, Margate, Kent, England 
Worthington Corporation, Rio De Janeiro, Brazil, S.A. 


“tenner Wheaton 


the best by every standard 
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Transportation 





How Products Move to Market 


THESE FIGURES come from National Petroleum 
Council’s latest report on oil transportation fa- 
cilities. Made at the request of the Interior De- 
partment’s Office of Oil and Gas, the report 
updates 1950 statistics. 


Here’s the Oil Products Picture 

Products capacity breaks down like this: 

e Railroad tank cars can move 42.1-million 
b/d. As of Jan. 1, 1957, NPC says there were 
74,580 privately owned oil tank cars, down from 
90,000 in 1950. There were 7,096 railroad-owned 
cars, down from 9,000 in 1950. Most new cars 
being built are 8,000-gal. or more. This expanded 
capacity is helping to offset the decline in number 
of cars. 

e@ Waterways carriers can move 22.8-million 
b /d., most of it on the Mississippi River and Gulf 
Intercoastal Canal systems. 

As of Nov. 22, 1957, says NPC, 116 vessels 
with new capacity of 1.3-million bbl. were under 
construction. Most will go into service on the 
Mississippi-Gulf Intercoastal Canal system. 

e@ Product pipe lines can move 5.99-million 
b /d. Greatest capacity is concentrated in the Mid- 
west from the Oklahoma-Kansas refinery areas to 
the north central states and lower Great Lakes 
area. Pipe line capacity will soon hit 6.5-million 
b /d when new lines are considered. 

e Crude oil pipe lines can move 13.1-million 
b/d, according to estimates based on NPC’s sta- 
tistics. This includes 10.5-million b /d in long lines 
and 2.67-million b/d in local lines in the Gulf 
Coast area and in Los Angeles. 

@ Over-the-road rigs can move 5.77-million 
b /d. NPC reports 37,068 semi-trailers or trains 
and 4,769 single-unit tank trucks as of July 1, 
1957. 

Private carriers, adds the report, operate 15,763 
semi-trailers or trains, with 21,305 such units run 
by for-hire carriers. Average capacity for this 
equipment, says NPC, is 5,957 gal. for private- 
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carrier units and 6,269 gal. for for-hire units. As 
a result, private-carriers have semi-trailer and train 
capacity for 94-million gal. For-hire carriers have 
133.6-million gal. capacity. NPC reports carrying 
capacity in this category went up 41.2% over 
1955. 


Here’s the LP-Gas Picture 

Figures on LP-gas transportation facilities are 
included in the NPC report for the first time. They 
shape up this way: 

e@ Railroad tank cars can move 6.12-million 
water bbl. Of this total, 644, 594 water bbl. ca- 
pacity was added in 1957. 

e@ Water carriers can move 184,900 water bbl. 
As of Jan. 1, two LPG tankers were registered, 
with total capacity of 47,100 bbl. Fourteen barges 
had another 137,800 bbl. Two barges of 7,800 
bbl. capacity each are under construction. 

@ Pipe lines can move 476,200 b/d. As of 
Jan. 1, NPC says 200,700 b/d could be shipped 
by batching LP-gas in product pipe lines; 168,500 
b /d can be handled along with natural-gas liquids; 
30,000 b /d in propane-ethane mixtures, and 77,- 
000 b/d by batching LP-gas in crude oil lines. 

@ Over-the-road rigs can move 266,100 water 
bbl. As of July 1, 1957, private carriers operated 
2,276 tank truck units (total capacity 6.3-million 
water gal.), while for-hire carriers ran 1,051 units 
(total capacity 4.87-million water gal.) That totals 
3,327 units (total capacity 11.12-million water gal.) 
averaging 3,359 water gal. capacity per unit. Com- 
pared with their domination of over-the-road oil 
transportation, for-hire carriers haven’t made as 
deep a dent in the LP-gas transportation field yet. 

Although rail tank cars represent the greatest 
carrying capacity, most of the fuel goes to market 
in tank trucks. In 1956, says NPC, 44.5% of 
LP-gas shipments went by trucks, 41.8% in rail 
tank cars, 7.4% via pipe line and 1.3% by ship. @ 
More details of the NPC transportation report will appear 
in NPN‘s FACTBOOK, to be published in mid-May. 





ways to protect the quality 
of your petroleum products 


THE UOP FAMILY OF SUPERIOR ADDITIVES AND 
INHIBITORS SERVING THE PETROLEUM INDUSTRY 





PRODUCT 


% inhibitor, a phenolic fraction ob- 
tained from wood distillation. 


APPLICATION 


Most economical way of obtaining antioxidant units. 





* Inhibitor, a substituted amino- 
phenol. 


Protects unstable gasolines; potent for reducing copper 
dish gum. 





Inhibitor, N, N’-di-secondary butyl- 
p-phenylene-diamine. 


Prevents gum formation and stabilizes tetraethy| lead; cata- 
lyzes air oxidation of mercaptans. 





* Inhibitor, phenylene-dia- 
mine type antioxidant. 


Similar to No. 5 but catalyzes sweetening at a sharply 
increased rate. 





* Inhibitor, crystalline dibutyl para 
cresol. : 


Inhibitor for relatively stable gasolines; stabilizes lead, in- 
soluble in acid or alkaline tank bottoms. 





* a 334% solution of UOP 
S) No, 7 in tolvene. 


Improved convenient form of No. 7 for liquid injection 
into gasoline. 





(CKO DP) we Regular Grade—80% ac- 


tive ingredient. AW* (50) 


YN HNG AWW HOES +S geet active ingre- 


Prevents traces of copper from interfering with the action 
of the above inhibitors. Synergist for fuel oil inhibitors and 
dispersants. 





UNICO Ripesiabedeiadiataaaas 


Protects refinery equipment, storage tanks and pipe lines 
from corrosion. Active over wide pH range. 





ELS: 


anti-icer and corrosion inhibitor. 


When added to gasoline it eliminates stalling caused by 
carburetor ice. An excellent corrosion inhibitor for all distil- 
late streams; particularly useful in liquid propane and butane. 





POH AHH O* an all-organic inhibitor- 
NOC 


dispersant. 





For all fuels and diesel oils: 1) To improve jet fuel thermal 
stability. 2) To stabilize No. 2 heating oils and diesel fuels 
against color deterioration and sludge deposition. 3) To 
eliminate fouling in feed exchangers and reboilers. 4) To 
eliminate tank bottoms in crude and residual oil storage tanks. 





You're always sure of best quality, best 
performance when the additives and 
inhibitors you use are labelled ‘‘UOP”’ 


*Trade Mark 


UNIVERSAL OIL PRODUCTS COMPANY 


30 Algonquin Road, Des Plaines, Illinois, U.S.A. 
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Big New Tanker 


She holds three times 
as much oil as a T-2 


S. S. TRINIDAD, one of the largest 
tankers built in the U. S., will be com- 
missioned for service in The Texas 
Co. fleet later this month. 

Built at Bethlehem Steel Co.’s 
Sparrows Point yards in Baltimore, 
S. S. Trinidad can carry 16.6-million 
gal.—three times the cargo capacity 
of a conventional T-2 tanker. Cargo 
space is divided into 33 compartments 
arranged so that four grades of oil 
can be carried at one time. 

Speed of Texaco’s new ship is 16 
knots. The propulsion power plant in- 
cludes high-pressure boilers and dou- 
ble reduction geared turbines. Nor- 
mal power is 13,650 hp at 97 rpm, 
with maximum power of 15,000 hp 
at 100 rpm’s of the ship’s single 
screw. 

Other statistics: overall length, 734 
ft. 4 in.; beam, 102 ft.; depth, 50 
ft.; draft, 37 ft. 11 in.; deadweight, 
46,000 tons. There will be living 
quarters for 58 people, with individual 
rooms for officers and crew members. 


Payoff for Charity 


FORTY-FOUR oil transport drivers 
working out of E. Brooke Matlack 
Co.’s Toledo terminal have turned 
over their safe-driving cash awards 
to charity. 

Instead of pocketing $600, the 
Matlack drivers voted to turn the 
money over to Opportunity Home for 
Crippled Children. 

Drivers earned their awards at the 
rate of $100 per month. That’s the 
sum Matlack gives to any terminal 
that goes a month without a charge- 
able accident. 


Ruan’s Expanding 


RUAN TRANSPORT Corp. of Des 
Moines, Iowa, has added Nebraska, 
Kansas and Missouri to the Midwest 
area it serves as a for-hire carrier to 
the oil industry. 

Ruan got the additional territory 
when it bought out Transit, Inc., of 
Omaha, Neb. 

In taking over Transit, Ruan picks 
up a fleet of 50 tank truck units and 
terminals in Omaha, Hastings and 
Sioux City. 
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NEW PIPE LINE (in red) will carry products westward from Philadelphia refining area 


Work Starts on Laurel Line 
When it's finished, it may bring significant 


changes in Midwest marketing patterns 


CONTRACTS have been awarded 
and work is getting under way on the 
Laurel Pipe Line, the East’s newest 
refined products carrier. 

The 440-mile line will link the 
Philadelphia refining area with Pitts- 
burgh and Cleveland markets (see 
map). It’s owned by Gulf Oil Corp. 
(40%), Sinclair Pipe Line Co. (35%) 
and The Texas Co. (25%). 

When the line is completed this 
year or early next, it will have a daily 
capacity of 160,000 bbl. to Pittsburgh 
and 52,000 bbl. from Pittsburgh to 
Cleveland. 

The main gathering point will be at 
Chelsea, Pa., with feeder lines from 
refineries at Girard Pt., Pa. (Gulf), 
Marcus Hook, Pa. (Sinclair), and 
Eagle Pt., N.J. (Texaco). Pump sta- 
tions will be at Chelsea, Harrisburg, 
Altoona and Coraopolis, Pa. A tank 
farm will be built at Chelsea. 


New Departure—The Laurel Line 
will be the first products carrier to 
use 24-inch pipe. The Philadelphia- 
Harrisburg stretch, about 110 miles, 
will consist entirely of 24-inch line. 
From Harrisburg to Altoona, the line 
will be 20-inch; from Altoona to 
Pittsburgh, 18-inch; from Pittsburgh 
to Cleveland, 14-inch. 

If the Laurel Line proves 24-inch 
pipe can be efficient and economical, 
chances are more lines of that di- 
ameter will be built. They’d be limited 
to high-volume areas, however. About 
76,500 tons of pipe will be used in 
laying the new line. Early estimates put 
the cost of the project at approxi- 
mately $50-million. 

How It Fits In 


The Laurel System 


NEWS 


will move a full line of refined prod- 
ucts into the Midwest. About 20 dis- 
tributing points in Pennsylvania and 
Ohio will take gasoline and distillates 
off the line. 

Present lines in the area will soon 
be inadequate, Laurel owners say— 
especially in winter. Pipe line space 
there is already hard to get. Existing 
capacities are about 150,000 b/d 
from Philadelphia to Pittsburgh, 33,- 
000 b/d to Cleveland. Lines from 
Chicago deliver about 30,000 b/d 
to Pittsburgh and 87,000 b/d to 
Cleveland. 

One Laurel owner—Sinclair—has 
interests in lines to Pittsburgh-Cleve- 
land from both directions. Gulf and 
Texaco have no existing pipe lines 
going into the Pittsburgh-Cleveland 
area. 

What It Means—Some marketers, 
already worried about Midwest mar- 
ket conditions, think the Laurel Line 
will upset the balance there even 
more. 

Says an Ohio marketer, “This state 
has always had a good, tight market 
because of Sohio’s super-efficient dis- 
tribution. I wonder if the new line 
will enable some people to slip in 
and start cutting price.” 

An Eastern major official puts it 
this way: “Product is going to come 
into that area at such a low price that 
companies like Standard of Ohio will 
have only two choices. They’ll either 
have to cut crude prices down to the 
bone, or buy product from us and 
other East Coast refiners. We'll be 
able to give a price that will lick 
current Gulf Coast rates silly.” 





Two TBA Warehouses 


ACK IN 1950, Esso Standard Oil Co. had 14 

TBA warehouses serving its New Jersey divi- 
sion. That was too many from the standpoint of 
lowest distribution cost. 

The problem is a common one in the industry. 
On the other hand, dealer inventory problems are 
acute: you hear suggestions that stocks be moved 
even closer to stations. That seems to call for more 
warehouses. 

Two Trends—TBA distribution seems to be 
traveling two ways at once, often within the same 
company. One way leads to more centralization of 
main supply warehouses; the other to a scattering 
of field supply points. This takes many forms, in- 
cluding special TBA distributors and combination 
retailer-wholesalers known as redelivery dealers, 
redistribution dealers or supplying dealers (NPN— 
Oct. ’56, p 133). 

The trick is to do something constructive on 
both fronts. Whittle distribution costs, but don’t 
risk losing dealer TBA orders because your supply 
methods aren’t up to snuff. 


Three factors are building up the pressure: 

e@ The increasing number of oil companies turn- 
ing over TBA distribution to rubber companies, 
via sales commission. The rubber companies are 
currently engaged in large-scale warehouse expan- 
sion. 


e@ The growth of tire dealers-turned-TBA dis- 
tributors. They’re digging hard for station business. 

e@ The growth of shipments direct to dealers 
from TBA manufacturers’ plants. 


How Esso Solved the Problem 


Like other majors, Esso Standard Oil Co. has 
had to cope with all these factors within its 17- 
state market area. In its New Jersey division, 
Esso met the challenge by abolishing scattered ware- 
houses and concentrating stocks in two points. 


The 14 warehouses operating in 1950 were all 


that remained of 50-60 that had once handled TBA. 
Most had been traditional small bulk plant ware- 
houses built for packaged oil products only. Some 
dated back to horse-drawn delivery days. 


One by one they were washed out, as better 
roads and trucks made it unnecessary to locate bulk 
plants within a short haul from customers. But 
well before 1950 it was apparent that TBA volume 
had grown so large it needed separate treatment. 
A division study noted three problems: 

1. Multiple inventories tend to run up capital 
investment. 

2. Multiple local control requires duplication of 
personnel. 


3. Multiple obsolescence results from a wide 
variance in inventory control methods. 


Paring Down—Of the 14 warehouses, those at 
sales district headquarters seemed best for the first 
round of centralization, simply because they were 
larger and had better trained personnel. 


Here’s how the division office carried out a typi- 
cal warehouse consolidation project: 


@ New truck routes were mapped out from the 
new shipping point, designed for once-a-week in- 
stead of twice-a-week delivery to each dealer. 


e Each salesman’s route was re-zoned, with 
calls timed to reach dealers two days before the 
scheduled delivery day, if possible. 


e A target date was fixed 60 days ahead. Dur- 
ing that period the warehouses to be closed con- 
tinued to place orders in the usual way, but speci- 
fied shipments to be made to the new distributing 
point. That built an adequate stock at the new point, 
and let the old inventory run down. It also kept the 
staff reasonably employed up to D-day. 

e Finally all parties concerned—especially 
salesmen and dealers—were informed of all details 
of the plan. 


Two phases of the program had to be sold to 
dealers. First, they had to be convinced they 
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Do the Work of 14 


wouldn’t suffer because of the more distant supply 
point. Next they had to be persuaded to go along 
with once-a-week deliveries in place of the former 
twice-a-week plan. 

Eventually, of course, the program had to sell 
itself. That meant a demonstration of dependability 
in the form of rigid delivery schedules. 


Slow Evolution—While the plan sounds simple 
in outline, the distribution system couldn’t absorb 
too much rapid change. The changes were accom- 
plished in several stages. The first round covered 
a year—six warehouses were dropped. 


In the second round, four more were cut out in 
less than a year. Then the pace slowed until the 
total was brought down to the two now remaining. 
Today the whole state is served from Linden and 
Hackensack. Most of the former warehouse inven- 
tories have been absorbed at Linden, which has 
grown to a very large operation. 

The change is less apparent at Hackensack be- 
cause it has always been a supply point for a nearby 
high-volume, concentrated marketing area in north- 
ern New Jersey. The Linden warehouse takes care 
of the rest of the state. 

Salesmen mail their orders in to Linden in spe- 
cial pre-addressed envelopes routed on arrival to 
special order desks. An order taken by a salesman 
on his regular visit two days prior to the dealer’s 
regular delivery day will normally reach Linden the 
next day. If it gets in by 4 p.m. it will be filled and 
shipped so as to reach the dealer on his regular 
delivery the following day. 

Direct and Shuttle—While most shipments go di- 
rect from the warehouse to the service stations, two 
distant areas in the southern part of the state are 
supplied by a shuttle service begun three years ago. 
Here’s the way it works: 

Two merchandise vans are loaded at Linden 
each day. They’re ready to go by early evening 
when the shuttle driver arrives from a southern 
distribution point with an empty van. He picks up 


May, 1958 * NATIONAL PETROLEUM NEWS 


the first load, drives it to the distribution point, and 
returns with a second empty van. 

Then he starts back with the second load, land- 
ing at the distribution point before morning. Both 
loads are on hand for other drivers to take out on 
the regular delivery routes the next day. 


How Consolidation Pays Off 

When the division office counts its blessings it 
finds these items: 

© Capital investment in TBA inventory has been 
cut in half, Esso estimates, while tonnage handled 
has increased some 50%. Total TBA tonnage is 
probably double, but direct-from-factory shipments 
make up the difference. 

@ The truck fleet has been cut from 30 to 20 in 
eight years. Where fleet units formerly averaged 20 
bbl. capacity, they now average 45 bbl. 

© Number of drivers has been cut from 30 to 25. 

@ Number of warehousemen has been cut from 
42 to 23. Whenever small local stocks are elimi- 
nated there’s more work for the central warehouse, 
but you can dispense with at least one man formerly 
needed at the local point to do nothing but accept 
and process orders. There were also unavoidable 
cases where what amounted to half a job took up 
the full time of one man. 

@ Faster turnover reduces obsolescence. With 
small, isolated warehouses, obsolescence losses were 
inevitable. On closing there was always an accumu- 
lation of unsalable merchandise to be disposed of, 
seldom bringing more than 4¢-10¢ on the dollar 
as junk. 

As an indication of the higher turnover, some 
20-25 vans a day arrive at Linden loaded with 
merchandise, and about as many go out each day. 

These are solid savings—all as a result of treat- 
ing TBA as a separate problem, rather than as 
something tacked onto the petroleum distribution 
system. a 





Your big 


AXIMUM 70 PPORTUNITY FOR IG ares & 


UNIQUE DESIGN™ key to 


Lengthwise SURE-LOK* channels make 
M.O.S.T. battery case self-locking in 
battery carrier where narrow (end-to- 
end 2E and 3EE) batteries are original 
equipment. SURE-LOK channels permit 
installing shorter, wider 2N and 28N 
M.O.S.T. batteries, Highest electrical ca- 
pacity through precise balance of active 
material and acid. 


M. 0. S. 1 systen flexibility 


GRIP-RIDGE* and SURE-GRIP* Hold- 
Downs combine to fit a M.O.S.T. battery 
into any battery carrier quickly, solidly, 
rigidly — superior to original installa- 
tions. Hold-Downs insulated to prevent 
shorting and corrosion. Unitized-cover 
cases ruggedly built of tough, thin-wall 
plastic for broader power range and 


profit opportunity with 


URNOVER 


With every car model change, your TBA 
inventory problem grows and grows. And 
batteries are no exception. 

Either carry a complete, complex line of 
batteries — or make customers wait, leave 
them stranded, or lose them 

OR ADOPT THE M.O.S.T. SYSTEM! 

It’s the first real step to give you increased 
turnover with maximum (100%) sales op- 
portunities and minimum inventory. 

It makes your every battery prospect a 
customer with just 4 batteries . . . or stock 
12 batteries and offer customers the com- 
plete quality selection, still with a minimum 
battery inventory in only 4 group sizes 
which handle all 6- and 12-volt needs! 


longer battery life, 


U. S. Design Pat. 182109 
and other patents pending 


Eye-and-buy 
appeal 


The display dynamics of M.O.S.T.* 
batteries — their vivid colors and 
styling—project dramatic eye-and-buy 
appeal, help you sell up to premium 
battery profit. Color and design variety 
is infinite — gives you a BIG PLUS 
competitive advantage. M.O.S.T. 
system batteries can now stay out- 
front, because fewer batteries 

require less display space — and 
because they sell on sight! 


Dry-charge packaging 
Everything needed to activate a 
M.O.S.T. battery easily and swiftly 
with factory-fresh power—in Globe's 
famous unitized dry-charged battery 
carton. Contains battery, correct qual- 
ity and quantity of electrolyte and 
pouring sleeve. No measuring or 
guesswork, no waste of time or 
electrolyte and it's fast! 


sPINNING POWER 


GLE THO 


—— SECOND ty 


GLOBE-UNION INC. 


MELWAUREE - 3, “WIS CONS UN 


If it’s Petroleum-powered there’s a GLOBE-BUILT BATTERY right from the start! 
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Why Amoco's Adding Two Tire Brands 


@ Merger of Pan-Am and Amoco marketing territories created the 


problem of what to do with two TBA programs 


@ Amoco decided to try a blend — and offer plenty of choice to its 


jobbers and dealers 


UNIQUE IN THIS COUNTRY—al- 
though not unknown in Canada— 
American Oil’s new program com- 
bines two me- 
thods of TBA 
marketing. While 
vigorously _ pro- 
moting the sale 
of Amoco brand 
tires, batteries 
and accessories, 
American is also 
selling two other 
tire brands un- 
der commission 
contracts with 
two rubber com- 
panies. 

rhere’s no territorial arrangement 
involved. American is offering both 
of the new tire lines, United States 
and Goodyear, in addition to its own 
line, to its dealers and jobbers. 

The decision to sell multiple brands 
affects only tires. That’s where Amer- 
ican feels the rubber company brand 
names may possibly offer something 
of extra value to some dealers. For 
batteries, American will stick to its 
own brand; for accessories it will 
carry a single line made up mostly 
of national brands, with a few prod- 
ucts packaged under the Amoco brand. 

Three-Way Trial—Here’s the main 
reason for the trial of three tire 
lines: American is in the process of 
putting the Pan-Am and American 
territories together under unified man- 
agement. The combined marketing 
area now covers 25 states. 

At the time these two Standard of 
Indiana subsidiaries merged about two 
years ago, Pan-Am had been selling 
the U. S. line for some 20 years. For 
the past 14 years, American had been 
putting its Amoco trademark on a 
line of tires and batteries and on some 
items in is accessory line. 

In situations like those, all you can 
be sure of is that if you disturb long- 
standing arrangements, there will be 
some dealers and jobbers who won't 
go along. The unanswered question 
is whether you might pick up more 
business than you’d lose if you go 
ahead and make changes anyway. 

Play Both Ways—American saw a 


8 0 OMNI RRR 


By F. C. Sturtevant 
TBA Editor 





way to let the old order stand and 
at the same time introduce something 
new. With minor exceptions, no TBA 
products formerly offered for sale are 
being withdrawn. 

Instead, former Pan-Am dealers in 
Pan-Am’s six-state southern area are 
being offered Amoco tires; Amoco 
dealers in American’s East Coast area 
are being offered the U. S. line for- 
merly sold by Pan-Am; and they are 
all getting a close look at a new con- 
tender, the Goodyear tire line. 

Bright Outlook—While American 
Oil officials are making absolutely no 
predictions as to future policy, they 


have great expectations. They hope 
that adding two tire brands will mean 
additional sales, rather than switches 
from a present brand to one of the 
new ones. 

“Whatever your brand, you can’t 
sell everybody,” observes E. H. Almy, 
American Oil’s TBA manager. “If we 
offer something for that segment of 
dealers who presumably like the so- 
called nationally advertised tires, then 
we Ought to increase sales.” 

But, he adds, the new brands will 
have to go some. “Last’ year, under 
our old program, we had our biggest 
IBA year in history.” & 


OPW ’s NO. 1811 -H 

FULLY AUTOMATIC 

lee ele) tom. loys 48 = 
£ 


permits you to give 
» two-man service 
with one man 


Use fill up time for customer attention time! 


ET 


Pr 
‘= 7 





That’s right! You don’t have to 
stand by idly holding this Nozzle. 
Just stick it in the fill pipe, 
squeeze the valve lever open and 
engage the hold-open latch. While 
it fills the tank you service the car, 
sell extras. When the tank is filled 
the Fil-O-Matic shuts off auto- 
matically. Saves time, labor, 
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money. No overflows, no gas 
stains on car body to clean off, no 
angry customers. 


Stop working for your pump nozzle. Get 
the Nozzle that works for you—OPW’S 
No. 1811-H Fil-O-Matic, the Fully Auto- 
matic Shut-Off Nozzle. Write on your 
letterhead for more information. 


€ Jo 
( = * 
BLA 5 N 





wow « UL 

LISTED WITH 

HOLD-OPEN 
LATCH 
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How Cooling Products Compare* What's New in TBA... 





Single treatment units (consumer size) Number of Units 
Cooling system cleaners 

Dry form, two-phase (cleaner and neutralizer) 1,840,171 

Dry form, one-phase 469,864 

Liquid form 2,368,989 
Cooling system cleaners 

Liquid form (except block sealers) 8,894,377 

Dry form (except block sealers) 1,080,055 

Heavy duty and block sealers 1,217,892 
Cooling system inhibitors 

Dry form 580,211 

Liquid form 1,136,793 
Combination water pump lubricant and rust inhibitor 6,600,532 (plus 


ean 42,449 gal. of bulk liquids) 
*Estimated 1956 Production 


Get DEEPER PENETRATION 
In the consumer market! 


Push-on hose ends 

called “Barb-Tite”, and designed 
for fast on-the-job installation on fuel 
and oil lines, air lines and vacuum gage 
lines. Precise machining of the barbed 
insert is said to insure a positive, leak- 
proof seal, ready to use merely by push- 
ing the hose on to the insert. May be 
used repeatedly. Made by Weatherhead 
Co., Ft. Wayne, Ind. 


Cotton thread 


. is presented as a superior oil filter- 
ing medium in a collection of reports 
on recent laboratory tests. Among fac- 
tors that contribute to more effective 
filtering are present-day high standards 
in selection of raw material threads and 
improved manufacturing methods. Insti- 
tute of Thread Machiners, Inc., 141 E. 
44th St., New York 17, N. Y. 





NEW, IMPROVED 
in design and 
performance! 


Oe ® 
COMMERCE a ee 


~~, é wis a2 
aN eT “Ss Ss MANY OUTSTANDING 
Sa eet "|" ‘eral a jg FEATURES! 
Twhcs ; : @ New high-convenience 
CONSTRUCTION Reusing design 
@ New horizontal register 


@ High-vacuum rotary gear- 


Step up motor fuel sales—enjoy bigger volume type pumping unit 


deliveries, fewer stops. New Tokheim Model 
48 turns the trick. Eliminates costly repair 
headaches. Assures safe, speedy, simplified © Built-in check valve 

service—minimum maintenance. Features high @ Explosion-proof motor 


vacuum rotary gear-type pumping unit...new © Removable strainer screen | Rear view mirror 


seeseper s+ ea ee ght ee nozzle ® Rugged welded chassis . . . with design features borrowed from 
Oneshot ~-ad, seaeatperenpngiatnveanecnpeianiod © Approved by the Under- | jet fighter planes, fits all cars. Can be 


oe a ethene on on your investment, writere’ Laboratories | mounted on the flat, or angled on the 
ec your fokneim representative. curve, of either the left or right front 


General Products Division | fender or body. Swing-away arm move- 

TOKHEIM CORPORATION | ment eliminates blind spots. Spring ten- 

DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT } sion control permits adjustment to any 

WABASH AVENUE SINCE 1901 FORT WAYNE 1, INDIANA | driver’s convenience and safety. Made 
Subsidiaries: Tokheim N.V., Leiden, Holland—GenPro, Inc., Shelbyville, Indiana by Supersite Corp., Derby, Conn. 

Factory Branch: 1309 Howard Street, San Francisco 3, California | 

In Canada; Tokheim-Reeder of Canada, Ltd., 205 Yonge St., Toronto, Ontario 


@ Built-in by-pass valve 





(Continued on page 131) 
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UNRESTRICTED FLOW 


PHILADELPHIA HOSE REELS 


mean 
fast 
deliveries 








‘6 
Sere time at the delivery point, 
9 «ry . 
and you save money.” That is the con- 
sensus of tank truck operators every- 
where, and it is one of the many ad- 
vantages of Philadelphia Hose Reels. 





if Aligning Ball Bearing Ball Bearings 
r Seal 








~>—- Spokes for Drum——- 
SECTION THROUGH REEL 














Unrestricted 
shown on the sectional view of the 


passageway is clearly 


spindle and seal. Note the long radius 
curvature of the elbow, free from re- 
striction. 
seal is used. It is tight at high or low 


A self-tightening Neoprene 


pressures and will run for many years 
without any signs of wear or leakage. 
Note that the ball bearings for the 
spindle are outside the passageway 
and not in contact with the fluid. 
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The actual fact is this: when a re- 
stricted flow reel is replaced with a 
Philadelphia Hose Reel, the resulting 
full flow means faster delivery—without 
changing either the pump or the hose. 


Philadelphia Reels are light in weight 
and are built like a fine automobile. 
All parts are made of steel, malleable 
iron or bronze (no cast iron is used). 


All shafts and bearings are equipped 
with ball bearings with hardened and 
ground races. Seven ball bearings are 
used on each reel. This means the reel 


~ 


will last many times longer than one 
equipped with plain bearings. 


Prices No Higher. Quantity produc- 
tion of standard parts, plus many 
years of experience, enables us to 
build these high-grade reels at prices 
competitive with and in many cases 
lower than other makes. Philadelphia 
Hose Reels are made in all sizes from 
1” to 3” with hand or power drives 

Under- 


electric, air or hydraulic. 


writers’ approved explosionproof 
motors when required (any voltage). 


Send for Bulletin No. 171. 


PHILADELPHIA VALVE COMPANY 


2497 E€. ONTARIO 


77 Peer, 


PHILADELPHIA 


Manufacturers of Reels & Valves Since 1922 
Pacific Coast Distributors 


Oil Marketing Equipment Co., 
Howard Supply Co., 


325 Fremont Street, San Francisco 5, California 
5125 Santa Fe Avenue, Los Angeles 11, 


California 


New England Distributor: Northeastern Petroleum Service & Supply, Inc., 37 Brockley Read, Jamaica Plain 30, Mass. 


NEWS 


129 





National Petroleum News 


+ = 


\ e AG . . . has inaugurated a regular series 
of research studies designed to discover what in National 
Petroleum News is of interest and value to you, and what isn't. 


This research program will be conducted by means of per- 
sonal interviews with about 150 of you for each issue studied. 
So, if one of the interviewers calls on you, please give him 
the best cooperation you can. Remember, he's trying to find 
out how we can make NPN more useful to you. 
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Lamp sales flow 


and stock recommendations based 
on 1957 sales have been prepared by 
Tung-Sol Electric Co., 95 Eighth Ave., 
Newark 4, N. J. Includes inventory 
recommendations for service stations 
above and below 10,000 gal. monthly; 
and for wholesale warehouses of $5,000 
and $10,00 annual lamp sales. Guards 
against obsolescent stock resulting from 
changing trends. 


jacketed, heavy-duty 
handle asphalt at 


In Canada, it's "“ROTO-KING” pumps 


Offices and Distributors in Principal Cities See Your Classified Telephone Directory 


All-nylon truck tire 


in the competitive truck tire field 
has been placed on the market by 
Goodyear. Priced 10% above the Rib 
Hi-Miler rayon truck tire, it’s expected 
to appeal to economy-minded owners of 
one or two trucks. Available in tube- 
type construction in sizes 6.00-16 through 
10.00-22; tubeless in 6.50-16 and 6.70-15 
sizes at all district warehouses. 


ia _ se 


A steel-fitted, steam 
Viking Pump, used to 


10,000 S.S.U. 


roy 


Cedar Falls, lowa, U.S.A 


for Problem Jobs! 
c i WVEIKINIG PUMP COMPARIY 


a 


gi) 
"gM Re 


pif 


New mirror 


has an adjustable base that fits 
fender contours of most new cars. The 
Duet #566 is available on a 4-color, 
heavy metal display stand at no charge 
the dealer pays only for the cost of 
the mounted mirror. Yankee Metal 
Products Corp., 25 Grand St., Norwalk, 
Conn.; Marvel Products Ltd., 760 St. 
Antoine St., Montreal, Canada. 


problem . . . whether it's 
... there is a Viking Pump 


Rubber lubricant 


. called “Sil-Glyde” has been intro- 
duced by American Grease Stick Co., 
Muskegon, Mich. Purpose is to take 
squeaks out of hardtops, convertibles 
and station wagons by lubricating trunk 
seals, window channels, weatherstripping, 
rubber bumpers and hood lacings. Can 
also be used in cold climates to prevent 
weatherstrip freezing. 


USE VIKING neavy-putry PUMPS 


problem over to Viking — builders of the most 


in the rotary pump field. 


Battery service manual 


is now available in its fourth edi- 
tion. Published by the American Assn. 
of Battery Manufacturers, new edition 
includes latest data on 12-volt and dry- 
charged batteries, and on lower specific 
gravities now generally used. Both mem- 


® 
Regardless of your petroleum handling 
asphalt, No. 6 fuel, gasoline or any other 


built to do the job for you. 
Turn your pumping 


complete line 
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Easier to operate on any job 


Bennett Big ( 
TRANSFER PUMP 


“ 


all metal 
double action 


‘> 
ne 
%, 


Bennett’s Big G is built to with- 
stand rough treatment and deliver 
more gallons with less work. 


Easy, natural lever-action delivers 
a constant flow of twenty gallons a 
minute—with up to a 20-foot lift. 
Sturdy all-metal body assures long 
life. Bronze automotive-type pistons 
do away with trouble-causing ex- 
pander springs, and diaphragms and 
assure dependable service under 
severe conditions. 


Vacuum breaker permits complete 
hose draining and prevents siphon- 
ing. Never needs priming. Wide 
variety of models. 
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bers and non-members may write for 
prices and other details to B. F. Morris, 
executive secretary, 19 N. Harrison St., 
E. Orange, N. J. 


Tire service leaflet 


. is directed primarily to the car 
owner, although the information on 
causes of tire wear is equally useful to 
dealers. Single copies free from Rubber 
Mfrs. Assn., 444 Madison Ave., New 
York 22, N. Y.—but quantity require- 
ments for distribution to car owners 
through retail outlets should be obtained 
from tire manufacturers. 


What Manufacturers 
Are Doing... 








Champion Spark Plug Co. has de- 
veloped a new spark plug wrench with 
hinged joint in the handle, making it 
easier to get at plugs in difficult locations. 
The “Plug-Master” wrench is offered in 
conjunction with 50-plug assortments. 


B. F. Goodrich Co. reports its new 
“Ameripol SN” man-made rubber has 
performed as well as tree rubber in long- 
term tests. Trials included long periods 
of service on heavy duty trucks and on 
high speed inter-city bus travel. 


Atlas Supply Co., of Newark, N.J., 
is running a heavier consumer advertis- 
ing campaign. Typical example: single 
4-color pages in the Saturday Evening 
Post are now double spreads. Opening 
ads featured field and lab tests. 


What Suppliers Are Doing .. . 





Goodyear is stepping up production of 
tires for foreign cars to four times last 
year’s rate. Ten sizes now stocked at 
warehouses take care of 93% of the autos 
now being imported, and others will be 
added as demand appears. 


Firestone has added a dash-mounted 
air conditioner to its TBA line. De- 
signed to fit most 1956, 1957 and 1958 
cars. J. J. Faunce, manager, home and 
auto supply division, notes car air con- 
ditioner sales jumped 40% last year. 


Du Pont offers two films for oil indus- 
try merchandisers to use as part of anti- 
freeze promotion campaigns. Titles are: 
Don’t Gamble on the Weather and 
Winter Driving Tips. They offer hints 
to motorists on cold-weather starting; 


JOHN WoOD COMPANY « Seres. "size Ov*° 


IN CANADA: JOHN Woop Company LiMiTED «+ Toronto * Montreal * Winnipeg * Vancouver 





driving in snow; how to cope with freez- 
ing windshields; cooling system care and 
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safe driving. Both promote winterizing 
at the service station. Prints of either 
of these five minute films may be ob- 
tained by writing to “Zerone” and 
“Zerex” Antifreezes, Du Pont Polychemi- 
cals Dept., Wilmington Manor, Wilming- 
ton, Del. 


General Electric has introduced a new, 
self-service flashlight bulb merchandiser. 
Unit displays 30 lamps, each in a plastic 
“bubble pack,” marked with bulb number 
and size and number of batteries with 
which bulb is used. Each bulb can be 
price-marked on the back of the pack. 
Inside the merchandiser is space for up 
to 100 additional lamps. In addition, 
battery identification on the lid helps 
the customer to determine the right bulb 
if he doesn’t know his bulb by number. 
Combination unit is intended to solve 
storage, breakage and display problem. 


B. F. Goudrich now offers a line of 
tires and tubes to fit popular small for- 
eign cars. Thirteen sizes are available— 
three from U.S. plants and 10 from 
associate plants abroad. Brands are B. 
F. Goodrich, Veith, and Kleber-Colom- 
bes. 


General Motors Corp., in a canvass of 
state police and highway patrols, finds 
that along with tips on night driving, 
police put great stress on headlight aim- 
ing and dimming. Report is part of 
GM’s “Aim to Live” campaign. 


Goodyear has proved—for what it’s 
worth—that tires wear faster on new 
roads than old. At 65 mph over a newly 
constructed turnpike, an initial set of 
tires wore out in 12,000 miles. Subse- 
quent tests showed that tire life rapidly 
increased to 25,000 miles as traffic wore 
off the new surface. Now Goodyear is 
wondering if the Federal highway pro- 
gram will result in the completion of 
many new roads within a relatively short 
space of time, and in turn bring about 
a period of accelerated tire wear and 
customer complaints. 


Champion Spark Plug reports an in- 
junction in Seattle against Jack’s Payless 
Auto Parts, as an example of its continu- 
ing practice of enforcing its Fair Trade 
agreements in states where Fair Trade 
laws are in effect. 


American Rayon Institute is conduct- 
ing a heavy advertising and sales pro- 
motion campaign this year on behalf of 
rayon tire cord. A sound and color film, 
now being distributed for group showings 
in the oil marketing field, is based on 
recent research and comparative rayon- 
nylon tire cord tests by independent re- 
search organizations. Film pictures Ja- 





A New Low-Cost 
ltanmlabome ata) 
| witha “HOLDOUT’”’ 
“Holdout” Reel supports hose firmly, keeps it out of wi EC HAWN ISM 


the way of traffic. 





“Holdout” Reel is easy to pull out, builds-up only a 
fraction of the force of other “longer the pull, harder 
the pull” reels 


Now, Hunter’s Retriever Reel, 
the only ‘‘easy-pull-at-long-ex 
tension”’ reel with the unique, 
=> NY: | specially developed spring that 
— permits, for the first time, full 
pull-out with only slight (prac 


— 
, er. 4\. 
Ni HOLDS POSITION 


tically unnoticeable) build-up of 
force, introduces 
“Holdout’’ Reel holds position at any desired extension .an exclusive “holdout’’ mech 
allowing one man to service customer. An easy pull anism which permits the cable to 
releases “holdout” and reel retrieves hose and cable 7 ; 
be drawn out to any desired 
length and holds the cable in po 
sition until released. The unit is 
fully operative in any plane 
GIVES FIRM SUPPORT “4 
Already used as a hose retriever 
by 75% of filling station pump 
manufacturers, every pump man 
ufacturer, equipment dealer, re- 
pair shop, and oil company with 
a rebuilding program will want 
to know all about this reel. The 
full story is in Bulletin 601R-3 
Filling complete, reel returns hose under full tension Send for it 
to original position 











THE HUNTER “HOLDOUT" RETRIEVER /s an exclusive product of 


HUNTER SPRING COMPANY 
23 Spring Avenue, Lansdale, Pennsylvania 


Manufacturers of: Precision Springs, NEGATOR & FLEX’ATOR 
Constant-Force Springs, Stampings & Assemblies, Retriever 
Reels, Force Gages, and Wire Fatigue Testers 


May, 1958 + NATIONAL PETROLEUM NEWS 








Tires—Batteries—Accessories 


boratory and field test evidence of the 

| superior qualities of rayon tire cord for 

R i C O N DI Tl O N & RS | safe, quiet, smooth-running, long lasting 
AND 





tires. Both consumer and trade advertis- 
ing has been expanded. 


DRUM RINSERS 
Atlas Supply Co., is for the first time 
fre te | Offering to its licensee oil companies a 
| mechanical tire changer under the Atlas 
| brand. Atlas says that with the advent 
CHEMICAL | of tubeless tires, plus the ultimate shift 
to 14-in. tires, dealers will find it in- 


PETROLEUM | creasingly hard to put up with traditional 
| tire irons. 
FOOD 


AND 


PLASTICS | 
INDUSTRIES | Rober. tse 


ing has been named 
manager of Fire- 
stone’s service de- 
partment, succeed- 

| ing E. C. Labbe, 
The PORTCO DRUM RECONDITIONER, with “TWIN- |) ae coe 
HOSE” system, strips paint from the outside, cleans contents || ant manager. He 
from the inside and rinses and dries both interior and exterior || ‘t4tted with Fire- 


; ‘ . ‘ . | stone in Milwaukee 
of drums, with a single handling . . simultaneously, automatically. lo 1966 and eacved 


News About People . . 





. ‘ : . in various field ca- 
Models available with capacity ranging from 92 to 542 drums nealiiaa ane tata 
per 8 hour day. ferred to the home office in 1952. He 
: ’ ‘ : , ° will be responsible for service and ad- 
The PORTCO method is unique in that it thoroughly cleans justment activities in the company’s 47 
the top head, inside, without leaving a deposit of grime, grit, sales districts and will direct the training 
ial ec of district service department personnel. 
sludge, etc. 


Leising 


Harry T. Goodenberger has _ been 
a) . 19 4 named vice president in charge of tire 

The PORTCO model 2K sales for the Dayton Rubber Co. He was 

DRUM RINSER is a formerly manager of service sales and 
p oe yact. self- ; — equipment, merchandise manager, and 

port able, comp wey « “tag head of a racing tire division for Good- 

contained unit, in the low ; year. He holds an AB degree in political 

priced field, for thorough- 7” 14 ‘ science from Akron University. 

ly rinsing the interior of . ‘& . 

=nd- *r, side-filler anc 

end-filler, side-filler a l ; eee D. A. Yett has been made supervisor 

open head drums, as well (ee of budget operations for Seiberling’s 

as carboys and other in- : Aa passenger tire sales department, a newly 

‘ s : ~ a — ts desiced created position. For the past year he 

dustrial containers, where only interior rinsing is desired. has been a special representative in the 

oil company sales department. He was 

INSTALLATIONS IN USE THROUGHOUT THE WORLD |} employed by the B. F. Goodrich Co, 

sfore and after rc a 
FOR OVER 20 YEARS — DESIGNED AND BUILT FOR 
RUGGED, EFFICIENT SERVICE. ° 


Richfield of California has a tire sales 


contest going that lasts all the way to 
the end of October. It’s the kind where 
merchandise awards go to all dealers on 
YpDahy the basis of points awarded for all tires 





purchased. E. F. MacDonald & Co. is 


supplying the prizes. In addition to the 
26-58 FORE STREET © PORTLAND, MAINE ¢ U.S. A. merchandise awards Richfield is putting 


ENGINEERING DESIGN © SPECIAL MACHINERY © STEEL FABRICATIONS || {Pome fiand: Prizes if the. form of 


Established 1846 Mexico City; plus 49 3-day trips to Las 
Vegas. 
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LION Uniform ( 


welcomes 


CITIES 
SERVICE 











Lion welcomes Cities Service Oil Co., (Pa.) to the dis- stylish new business dress for station personnel 
tinguished group of 17 major companies who rely on The right formula for good dress is a combination 
Lion for the best in business clothes. This is part of the of comfort, distinctively identifying style and indi 
Cities Service program to increase station traffic in viduality at an economical price. Lion Uniform has 
1958. And Cities Service has the right formula to supplied this in the eye-appealing uniforms made 
do the job. Highest octane gasolines, new multi- specifically for Cities Service Oil Co., (Pa.). Lion’s 
range motor oils, smart ultra-modern service | sta- durable fabrics, standards of quality and smart tailor 
tions — all these are part of the continuing Cities ing have produced the finest business clothes available 


Service success story . . . along with attractive, to the oil industry 


LION Uniform, Ine. Dayton 3, Ohio - Los Angeles 15, Calif. 
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oodbye 


Visigage 


e@ In a few months you'll be old-fashioned if 


you're installing pumps with visigages 


e@ You can take them off present pumps too, if you like. 
In fact it’s a good idea on overhaul jobs 


THE VISIGAGE—a useless fixture on gasoline 
dispensers for almost 30 years—is heading for the 
discard at last. 

Pump manufacturers are beginning to take orders 
for pumps without visigages, now that all states 
have effectively given the go-ahead. One factory 
has already shipped part of its first order, and the 
new-style pumps are in operation at a station. 

Cuts Upkeep— Although pump costs won’t 
change with the elimination of the visigage, in time 
the industry does stand to save some $2-3-million 
a year on maintenance. Conversion is likely to be a 
slow process, though, for two reasons: 

e There’s no pressure on anyone in the field 
to take the initiative in ordering pumps without 
gages. A few oil company operating departments 
have sent out revised pump specifications; that’s all. 

e Taking the visigage off existing pumps can 
easily cost more than you could ever save on main- 
tenance. So far no one seems to have hit on a 
quick, easy way to take out the gage, although sev- 
eral oil companies are working on plans to remove 
it whenever a pump gets a complete overhaul. 

How the States Stand—Alteration of state laws 
is now 100% complete for all practical purposes. 
Four states that have not yet deleted the require- 
ment are expected to do so this spring. All have 
expressed intention to do so, by letter to G. Theon 
Wright, managing director of the Gasoline Pump 
Manufacturers Assn. 

Nine of the states that have already changed 
their rules, plus two cities, constitute a group that 
has always required what is known as “type” ap- 
proval of any new pump offered for sale within 
their jurisdictions. In all but three of the states 
in this group, type approval can be obtained by 
letter from the state sealer. 

Three “type approval” states—California, IIli- 
nois and North Carolina—insist on a physical re- 


inspection whenever a change is made in an al- 
ready approved model. Leaving out the visigage 
is, of course, only a minor change and its removal 
has already been legalized by a modification of the 
laws in these three states. Nevertheless the only 
manufacturers who will be able to sell gageless 
pumps within those jurisdictions will be those who 
have obtained the necessary type approval. Gen- 
erally that involves a trip to the factory by a state 
sealer, at the manufacturer’s expense. 


Local Action—If there’s enough business at 
stake in areas that require “type approval,” pump 
manufacturers will see that they get it. Otherwise, 
for all practical purposes, the skids are greased for 
the final exit of the visigage. All that remains is 
for local oil marketers to get on the bandwagon. 

They can do it first by checking to see that city 
sealers or other local authorities are aware of the 
change in state regulations. There may be local 
regulations that also need revising. If so, somebody 
has to start the ball rolling. 


But that’s only part of the program. Oil mar- 
keters also need to study their overhaul methods 
to decide how and when the gage should come out 
of old pumps. A few manufacturers are giving some 
thought to making up a conversion kit, if a low- 
price package can be worked out. 

One oil company quickly rejected a $25 kit, 
which cost about as much more in labor to install. 
At that figure it’s cheaper to leave the gage in 
place, says the company. Inventive minds in the oil 
and pump industries will probably work out some 
short cuts for this minor job. 

Here’s the Upshot—Oil industry leaders want 
to see some prompt action to get rid of as many 
visigages as possible. Any lag will be mighty hard 
to explain when the industry wants something in 
the future. 

Removal of the visigage requirement was made 


NATIONAL PETROLEUM NEWS * May, 1958 





solely because of oil industry urging. The campaign 
to get it abolished was initiated by the American 
Petroleum Institute and supported by the Gasoline 
Pump Manufacturers Assn. 

For three years an API committee worked with 
the state sealers who comprise the National Con- 
ference of Weights and Measures. They had to start 
with the Conference because most states pattern 
their laws after the rules the Conference writes into 
its Handbook H-44. 

Small and insignificant the visigage may be— 
but many sealers, recalling its original adoption by 
oil industry request, saw no reason to remove it. 
It took a lot of explaining to convince them that 


Hello 


Automatic Nozzle 


Equipment 


the computer has come to be accepted by the pub- 
lic as visible evidence of gasoline flow within the 
pumping system. 

To help prove the API case, Esso Standard 
Oil’s Logan Kennedy conducted a field survey of 
motorists’s attitudes. Both committee chairman 
Kenneth W. Birkin, Sinclair Oil, and GPMA’s 
Wright journeyed to distant points to speak before 
gatherings of sealers. 

After making such a point of the nuisance 
status of the obsolete visigage, it’s obvious why the 
oil industry—for the sake of its good reputation— 
hopes to act swiftly to get the benefit of the 
move. a 


@ Underwriter-approved units are here 


@ They're meeting with quick acceptance in the field 


LOCAL APPROVALS of the built-in type of 
latch-open devices are piling up. After paving the 
way by mailing a copy of Underwriters’ Labora- 
tories report to all fire chiefs, OPW Corp. has been 
selling its nozzle in an ever-widening area. Buck- 
eye Brass has begun distribution of a second model, 
while a third has been introduced by A. R. Mc- 
Donald. 


Industry Boon—Now that hold-open nozzles are 
legally available to all, the oil industry has attained 
a two-fold objective: 

e It no longer has to wink at unapproved hold- 
open latches. 

e Salary stations can use latch-opens. 

Most pump buyers are still specifying pumps 
with conventional nozzles, manufacturers report. 
But suppliers are encouraging use of the new auto- 
matic nozzles with hold-open devices. And increas- 
ing numbers of dealers are trading conventional 
nozzles for the new ones. 

Dealers seem stronger than ever for the latch- 
open idea. It speeds up their work if they can put 
the nozzle in the tank and leave it to shut off by 
itself. They can go about oil checking and other 
services, and perhaps uncover a sale of something 
in addition to gasoline. 

First company stations to get the new hold-opens 
are turnpike outlets. Over 1,000 turnpike pumps 
now have them. Training stations want them also. 


Next Move—Presetting devices for dispensing 
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pumps—like the Veeder-Root experimental unit in 
Hartford, Conn. (NPN—Oct. °57, p114)—have a 
better chance of acceptance now that legal latch- 
open nozzles are on the market. A presetting com- 
puter is regarded as impractical unless it can be 
teamed with an unattended nozzle. 

In another direction, some marketers have sug- 
gested that new pumps be shipped from the factory 
without nozzles, so that whoever eventually operates 
the pump can put on what he likes. That'll take 
another Underwriters’ change. At present, to qualify 
for the UL label, pumps have to be shipped with 
nozzles. 

API Did It—Credit for legalizing the hold-open 
device goes to American Petroleum Institute’s 
operations and engineering committee. An O&E 
task force headed by E. M. Prudames, Socony 
Mobil Oil Co., first took up the problem some 
three years ago. 

The task force explored the conditions under 
which Underwriters’ approval might be obtained, 
then brought about a meeting of the minds between 
several manufacturers and Underwriters’ Labora- 
tories. The result: three concerns designed auto- 
matic nozzles with built-in latches, which passed 
the test and are now on the market. 

At its forthcoming meeting in New Orleans (see 
page 85) the O&E committee is expected to 
wind up its automatic nozzle study and file it among 
projects completed. * 
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What's New in 


electrical outlets. 








Mechanical ramp 


for loading docks is completely 
automatic. Operates with new spring as- 
sembly in place of counterweights. When 
set in motion by backing truck engaging 
bumper assembly, platform slowly rises, 
then descends to rest on truck bed. 
Rotary Lift Co., Dept. F, 1054 Kansas, 


Memphis 2, Tenn 


Circle No. 1, on coupon, p. 140 


Two extinguishers 


. combine dry chemical powder with 
the fast action of pressurized squeeze- 
lever construction. The new models con- 
tain 20 Ibs. and 30 Ibs. of non-toxic, non- 
freezing powder. 
electrical and flammable liquid fires. Fyr- 
Fyter division, 221 Crane St., Dayton 3, 
Ohio. 


Circle No. 2, on coupon, p. 140 
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Recommended for 


Utility bodies 


. . . for service trucks have three dimen- 
sional slots in shelves and material trays 
to permit optional spacing of dividers on 
one inch centers. Shelves may be re- 
movable, bracket-mounted, or welded in 
place at purchaser’s option. Dividers fur 
nished with all models. Reading Body 
Works, Reading, Pa. 


Circle No. 3, on coupon, p. 140 


Lift gate 


for %- and %-ton pickup trucks 
with express-type bodies. Hydraulically 
operated mechanism, driven by a small 
motor connected to the truck battery, 
handles up to 800 Ibs. Easily bolted to 
truck body in place of original tail gate 
Safety valve prevents overload. W. ¢ 
Hayes, Anthony Co., Streater, Jl 

Circle No. 4, on coupon, p. 140 


AC generator 


for trucks delivers 215 amps at 
cruising speed and 125 amps at engine 
idle. Completely sealed unit is cooled by 
engine oil, has built-in silicon rectifier 
and is controlled by transistor regulator 
Has no brushes, slip rings or air filters 
Delco-Remy division, General Motors 
Corp., Anderson, Ind 

Circle No. 5, on coupon, p. 140 


NEWS 


Equipment 


Erie Unveils 48-Inch Pump 


Erie Meter Systems’ new experimental pumps 
(left) are only 48-in. high, some seven or eight inches 
shorter than present pumps. They have no visigages 
or lights. Wide, sloping dials are designed for illumi- 
nation from island lights, so there’s no conflict with 
Underwriters’ height-from-ground requirements for 


The model shown has a stainless steel panel on 
the hose side. Other features are a nozzle holder 
built flat against the pump side to save space, and a 
reset button located in the handle. 

Both the single model and one-product duals will 
be offered in identical, conventional, self-contained 
pumps. Remote dispensers will come in three models: 
the single unit; and one- and two-product duals in 
identical matching housings, 

Experimental models are now being tried out by 
several oil companies. 


Hubodometer 


. With raised bracket design can now 
be used on all known bus and _ truck 
wheels, front or rear, regardless of axle 
projection. Rear 
mended because of the extra protection 
afforded by the deeper recessed dual 
wheels. Engler Instrument Co. 250 Cul 
ver Ave., Jersey City 5, N. J 

Circle No. 6, on coupon, p. 140 


mounting 1S recom 


Cleaning process 


is designed to lower the cost of 
cleaning Dacron uniforms. Cleaning may 
be done in the station by agitating soiled 
garments for a few minutes in a special 
solvent. Said to retain pressed-in shirt 
and trouser creas¢ Unitog Co., 1617 


Main St., Kansas City, Mo 
Circle No 
(Continued on page 140) 


on coupon, p. 140 


139 





Equipment 


Special lift 


. . . for easy handling of tire and brake 
work has maximum height of 18-in. Unit 
is variation of frame contact lift with 
special superstructure equipped with four 
pick-up arms. Fast air operation raises 
car in 30 seconds. Furnished with two 
place wheel spotting dish. Only piping 
required is /2-in. line from control valve 
to lift. Quick-connect fitting with air hose 
may be used between valve and air sup- 
ply. Rotary Lift Co., Dept. G, 1054 
Kansas, Memphis, Tenn. 
Circle No. 8, on coupon, p. 140 


Asbestos fire suit 


. is claimed to offer full protection 
even in direct flame. Has inner lining of 
neoprene treated Fiberglas cloth; layer 
of Fiberglas insulation bonded to alumi- 
num foil; outer layer of aluminized 
asbestos; self-contained breathing appara- 
tus. Safety Clothing and Equipment Co., 
1990 E. 69th St., Cleveland, Ohio. 

Circle No. 9, on coupon, p. 140 


e FOR FURTHER INFORMATION 


New forklift line 


of electric-powered trucks use a new 
type of “carbon-pile” drive control that 
permits smooth acceleration from stand- 
still to full speed, and close control of 
inching during stacking. New design 
features accessibility for easy mainte- 
nance. Industrial Truck division, Clark 
Equipment Co., Battle Creek, Mich. 

Circle No. 10, on coupon, p. 140 


Compressor cutoff 


is a new protective device that 
prevents recycling when crankcase oil 
level falls below safe limit. Must be 
manually reset and will cut off at next 
cycle unless enough oil is added. Now 
standard equipment on 1958 Champion 
compressors. Champion Pneumatic Ma- 
chinery Co., Princeton, Ill. 


Circle No. 11, on coupon, p. 140 


Reusable couplings 


. . permit on-the-spot repairs to worn 
or damaged hose lines. The Lok-Tite 
coupling can be quickly installed by in- 
serting the hose end, with covering re- 
moved, into the sleeve and tightening 
the stud. Lincoln Engineering Co., Au- 
tomotive Div., 5702-74 Natural Bridge 
Ave., St. Louis 20, Mo. 

Circle No. 12, on coupon, p. 140 


On equipment or literature described in this issue: CIRCLE THE NUMBER 
below. Fill in the reply coupon, clip and mail to 


@ Readers’ Information Service 
NATIONAL PETROLEUM NEWS 


330 W. 42nd St., New York 36, N. Y. 


Your inquiry will be forwarded to the manufacturer. Void after August, 1958 
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Can printer 


. attaches to filling equipment for 
automatic imprinting of viscosity or other 
identification. Hand wheel adjusts print- 
ing head for can diameters from 3-in to 
6-in. Interchangeable rubber printing dies 
use a quick-drying aniline ink. Jndustriai 
Marking Equipment Co., 454 Baltic St., 
Brooklyn 17, N. Y. 


Circle No. 13, on coupon, p. 140 


New trucks 


. . in Reo’s 1958 tandem series include 
eight base models: five gasoline 6 x 4’s; 
one gasoline 6 x 6, and two diesel units. 
GVW weights range from 35,000 to 
52,000 lbs. Wet-sleeve Gold Comet en- 
gines may be rebuilt at low cost. Reo 
division, White Motor Co., Lansing, 
Mich. 


Circle No. 14, on coupon, p. 140 


FM radiotelephones 


. . . for two-way communication come 
in single package for underdash mount- 
ing or for trunk mounting, with under- 
dash control and speaker separately. 
Operate from 12-volt battery or 117 volts 
AC house current. Weighs 26 Ib. Kaar 
Engineering Corp., 2995 Middlefield Rd., 
Palo Alto, Calif. 
Circle No. 15, on coupon, p. 140 


Hydrostatic tester 


. . for valves or pressure equipment 
weighs 17 lbs., may be bench mounted or 
used as a portable tester. Consists of 
3,000 psi hand-operated pump, pressure 
gage, and reservoir base, with hydraulic 
flexible tubing and steel carrying case. 
Ferris Engrg. Corp., 400 Commercial 
Ave., Palisades Park, N. J. 

Circle No. 16, on coupon, p. 140 


(Continued on page 143) 
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DUPONT @éncaé NEWS 


Number 87 in a Series of Bulletins for the Petroleum Industry 
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Technical bulletin service provides 
latest information on additives 








“LIFE IN A LARGE 
CORPORATION” depicted 
by new Du Pont booklet 


No institution is so representative of 
20th Century America’s technological 
progress as the large corporation — be- 
cause the corporation is but a cross 
section of American industry. This is 
the basis of a 32-page booklet recently 
published by the Du Pont Company. 
What is the mag- 
nitude of Ameri- 
cans’ participation 
in corporate life? It 
represents well over 
a quarter of our to- 
tal population. The 
500 largest U. S. 
Corporations alone 
employ nearly 9 
million people. 
When wives and 
families are included, the total is about 
35 million dependent on the corporate 
pay check, plus an estimated 10 million 
stockholders who have a proprietary 
interest. 

This very magnitude of participa- 
tion, the booklet says, “should set at 
rest any myth-inspired uneasiness as to 
whether the corporations’ interests pai 
allel those of the public.” And since the 
whole is equal to the sum of its parts, 
the popular or cartoonists’ conception 
of the “corporation man” is as false as 
that of the absent-minded professor or 
the wild-eyed, long-haired scientist. In 
other words, corporation people are not 
“types,” but a cross section of all the 
American people. Their culture is the 
nation’s culture, and their ethical and 
moral standards are the same as those 
in other institutions of like proportion. 

More important, the successful cor- 
poration must encourage each individ 
ual to accomplish the maximum, “Our 
nation,” the booklet maintains, “has 
grown so large, and its aspirations so 
great, that there must be some organi- 
zational structure to consolidate hu- 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. 1. du Pont de Nemours & Company (Inc.) 


More than basic product literature, we believe, is needed to keep our 


customers posted on the latest developments in petroleum additives 


... their applications, handling, and effectiveness. 


We therefore maintain an extensive technical memorandum service. 


Hundreds of separate memoranda have been published and made 


available to refiners. If you have any particular questions about the use 


of additives, the chances are good that this comprehensive DuPont 


technical service can help you answer them. Here’s why 


AS SOON AS a new Technical Memorandum is published, copies are distributed 


man and physical resources on a vast 
scale.” The corporation does this job. 


A limited number of copies of the 
booklet is available. If you would like 
a COpy ask youl Petroleum Chemicals 


representative, or address DuPont Pe 
troleum Chemicals Division, 2420 Ne 


mours Building, Wilmington 98, Dela- 


ware, 


lechnical memos issued by the Du Pont 
Petroleum Chemicals Division are 
based largely on extensive and exact 
ing research work at our Petroleum 
Laboratory. A wide range of typical re 
finery fuel and lubricant stocks are 
used in our testing program to assure 
that the results will have practi al ap 


plication in the field 
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CONTINUED 


Many subjects covered 


Tech Memos 


The subjects of our technical memos 
range all the way from new methods 
for the safe handling of tetraethyl lead 
to the benefits of additives in heavy 
fuels. One recent memo, for example, 
covers the color specifications for mili 
tary gasolines; another the dispersancy 
of carbon blacks by Fuel Oil Additive 
No. 2. There are memos concerning the 
stability of jet fuels, the performance 
of FOA-2 in railroad diesel fuels, the 
advantages of combining additives for 


unusual effectiveness or to solve special 
problems, the octane requirements of 
new model cars, and the pre charac- 
teristics of fuel injection systems. 

Still other memos discuss the vapor 
pressures of current commercial gaso 
lines, car manufacturers’ fuel recom- 
mendations, and such operational prob- 
lems as diesel injector sticking, valve 
burning, heating oil nozzle plugging, 
and a wide range of other topics. 


Market forecasts, too 
Another valuable service which is pro- 
vided refiners by the DuPont Pe- 
troleum Chemicals Division is the 
“DuPont Quarterly Review and Fore- 
cast of Motor Fuel.” 

These Du Pont market forecasts con- 
tain up-to-the-minute figures and charts 
on current demand and market trends 
for both motor and aviation gasolines 
They can be extremely useful to you 
as an aid in your planning. 


forenes! ond Forecunt 


For more information about our 
technical memo and market forecast 
services, address your request to the 
nearest Petroleum Chemicals Division 
sales office listed at the right of this 
page. 


Cane NIYWS 





CENTRAL REGION MANAGER 


DONALD W. FRISON, formerly man- 
ager of the Petroleum Chemicals Divi- 
sion’s Mid-Continent Region, is now 
manager of the Division’s Central Re- 
gion. His office is in Chicago. 

He has been with the Du Pont Com- 
pany since 1947, starting as manager 


of the Mid-Continent District Labora- 
tory. In 1951 he moved to Wilmington, 
as technical assistant to the director of 
sales. Later he became assistant man- 
ager of sales promotion and then as- 
sistant to the sales manager, before 
moving to Tulsa in 1954 as assistant 
regional manager. 

Before joining DuPont, Mr. Frison 
was associated with the Florida State 
Department of Agriculture and its pe- 
troleum products laboratory. 

He has a B.S. degree in chemistry 
from Stetson University, and is a mem- 
ber of the Society of Automotive Engi- 
neers and American Petroleum Insti- 
tute. During World War II he was a 
petroleum officer in the U. S. Navy 
Bureau of Ships and was engaged in 
tanker loadings on the East Coast. 

Mr. Frison succeeds Earl G. Ben- 
nett, who is now manager of the Petro- 
leum Chemicals Division’s Eastern Re- 
gion, with headquarters in New York 
City. 


New booklet describes Du Pont DMF 
Antistall Additive 


DuPont DMF has proved remarkably 
effective as a gasoline additive for 
preventing engine 
stalls due to carbu- 
retor icing. 

This effectiveness 
is due to DMF’s 
favorable gasoline- 
water solubility and 
its characteristic of 
reducing the freez- 
ing point of water. 
When gasoline con- 
tains a small 
amount of DMF, the additive mixes 
with any water which may condense 
out of the air in the carburetor. In the 
water, it acts as a positive antifreeze. 
Thus it offers refiners and marketers a 
simple, convenient, and economical 
way to provide antistall protection. 


Comprehensive booklet 


A new DuPont publication discusses 
DMF in detail. Its application and per- 
formance, and laboratory test data, are 
described, The booklet provides also 
complete data on the additive’s physi- 
cal and chemical properties, toxicity 
data and shipping and handling in- 
structions. 


A copy of this new booklet on DMF 


is yours for the asking. Just address 
your request to any of our sales offices 
below: 


SALES OFFICES 


Chicago 3-8 So. Michigan Ave. 
Cleveland 15-25 Prospect Ave. 


Houston 2 
705 Bank of Commerce Bidg 


Los Angeles 17—612 So. Flower St. 


New York 20 
1270 Ave. of the Americas COlumbus 5-2342 


Philadelphia 2—3 Penn Center Plaza _ LOcust 8-3531 
Pittsburgh 22-1 Gateway Center ATlantic 1-2933 
San Francisco 4—111 Sutter St. EXbrook 2-6230 
Seattle 34003 Aurora Ave. MElrose 6977 
Tulsa 1—1811 So. Baltimore Ave LUther 5-5578 
in Canada—DuPont Company of Canada (1956) Lim- 
ited, Petroleum Chemicals, 85 Eglinton Ave. East, 
Toronto 12~—Ontario HUdson 1-6461 
In Other Countries—Organic Chemicals Department, 
Export Division, 7447 Nemours Bldg., Wilmington 
98, Del., Olympia 4-5121, Ext. 2962. 


RAndolph 6-8630 
SUperior 1-1363 


CApitol 5-1151 
MAdison 5-1691 


REG. U.S. PAT. OFF 


Better Things for Better Living 
... through Chemistry 


Du Pont Tetraethyl Lead and other Petroleum Additives 


ADVERTISEMENT —Prepared for the Petroleum Chemicals Division of E. |. du Pont de Nemours & Company (Inc.) 


Printed in U.S.A 





Rider pallet truck 


. is electric powered and said to be 
designed to operate over uneven floors 
without frame distortion. Made in two 
capacities, 4,000 and 6,000 Ib., Trans- 
veyor models EPE-4 and EPE-6 can 
stack in a 78-in. aisle and make a right 
angle turn in 65 in. Automatic Trans 
portation Co., 149 W. 87th St., Chicago 


Circle No. 17, on coupon, p. 140 


Timing light 

. known as King Model 411 Powerlite 
is a lightweight, chrome-plated, pistol 
style 6/12 volt power unit. Said to be 
shock-proof even though the case iouches 
a spark plug. Operates only when irigger 
switch is depressed, giving double life 
expectancy, says manufacturer. Sharply 
focused beam is bright enough for iiming 
in bright sunlight. Battery polarity can 
be disregarded in connecting for use. 
King Electric Equipment Co., Cleveland 
5, Ohio. 


Circle No. 18, on coupon, p. 140 


Pressurized extinguisher 


.. + holds 2% gal. of water, requires no 
annual recharge, no parts to replace 
after use. Can be pressurized from any 
air hose carrying 100 psi. Throws 45-ft. 
stream by snapping back the locking 
lever and squeezing the one-hand grip. 
Gage shows if unit is charged and ready 
Walter Kidde & Co., Belleville, N. J. 
Circle No. 19, on coupon, p. 140 


Non-skid mat 


. for industrial floors uses multi-link 
construction, with links strung on paral 
lel non-rusting spring steel rods. Said to 
give more satisfactory service life where 
exposed to effects of petroleum products 
Mats available only in brown. B. F 


Goodrich Industrial Products Co., Akron, 


Ohio. 


Circle No, 20, on coupon, p. 140 


Equipment 


Oxygen inhalator kit 

. is designed for fast action and offers 
a high degree of portability. Control 
gage prevents overdose. Size 16-in. by 
4-in., weight 64% Ib. regular model, 744 
Ibs. deluxe model. Designed for installa- 
tion on table, bench, chair or bed. Oxy- 
Gear Sales Co., 1020 N. Rush St., Chi- 
cago 1, Ill. 


Circle No. 21, on coupon, p. 140 


Low-price pallet truck 


. has a lift of 414-in. by means of a 
hydraulic pump hand-operated through 
the steering handle. Available in 2200-Ib. 
capacity, $359; 3500-Ib., $383; 4400-Ib., 
$409, in six models with steel wheels or 
rubber tires. Made in West Germany for 
Stokvis-Edera & Co., Port Washington, 
N: . 


Circle No. 22, on coupon, p. 140 


Chemical extinguisher 


. holds 2% Ib. dry chemical powder 
in chrome plated case operating at 150 
psi. Model 23-1 recommended for vehi 
cles or wherever protection is 
against incipient fires. Throws wide 
blanket of non-freeze, non-toxic, non- 
conducting powder 12 ft. Fyr-Fyter Co., 
221 Crane St., Dayton 3, Ohio. 


Circle No. 23, on coupon, p. 140 


desired 


Cargo hose floater 


for offshore service consists of a 
rectangular rubber pontoon, 19'4” long 
when inflated. Said to have longer im- 
mersion life than steel drums, and less 
abrasive on hose. Method permits use of 
250-ft. lengths of hose instead of stand 
ard 50-ft. lengths, eliminating weight and 
expense of four couplings and making 
hose easier to handle because it can be 
reeled in and out. Quaker Rubber divi 
sion, H. K. Porter Co., Tacony & Comly 
Sts., Philadelphia 24, Pa 

Circle No. 24, on coupon, p. 140 
(Continued on page 145) 
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CALIFORNIA 


Gashoy Pumes 


For every size consumer- 

commercial account. 

R. H. ALEXANDER CO. 
1601 E. Olympic Bivd. 
Los Angeles 21, Calif. 


NEW JERSEY 


SERVING THE OIL INDUSTRY 


FOR 25 YEARS 


e OPW Valves and Fittings 

e Marlow Pumps 

@ Blackmer Pumps 

@ Erie Pumps and Equipment 


WE SERVICE THE EQUIPMENT WE SELL. 


TEN HOEVE BROTHERS 


359 Mclean Blivd., Paterson 3, N. J 


NEW YORK 





EDWARD JOY COMPANY 
905 Canal St., Syracuse, N. Y 
COMPLETE OIL EQUIPMENT IN STOCK 
Buckeye Valves, Tokheim Pumps, 
National Hose, ECO Tireflators 
Rectorseal Pipe Dope, Air Compressors 
Ever-Tite Quick Couplings. Pipe Fittings 





OHIO 





EQUIPMENT SALES CO. 


164 E. Exchange St., Akron 4, Ohio 

Phone—Jefferson 5-8215 

Factory Representative for 
Westinghouse, 0.P.W., Lincoln 

Neptune, Huffman, Goodrich 

Air. Oil, Hydraulic and Gas 

Hose and Coupling Service 

SALES—PARTS ENGINEERING SERVICE 





PENNSYLVANIA 





PAUL WAGNER, INC. 


PETROLEUM MAINTENANCE & EQUIPMENT SALES 


DISTRIBUTORS FOR: Wayne Pumps & Equip 
ment, 0.P.W. Valves and Fittings. Gorman-Rupp 
Fill-Rite Pumps. Whiteway Lighting. Saylor. Beal! 
Compressors and National Hose 
211 Lincoinway West, New 
MAdison 4-4131 


Oxtord, Pa 








E. O. HABHEGGER CO. 


24th & Fairmount Aves 
PHILADELPH:A 30, PA 


Engineering G Equipment 
BULK TERMINALS TRUCKS 
SERVICE STATIONS 
Member NAOEJ 











RUTLEDGE EQUIPMENT CO. 
334 Blvd. of Allies Pittsburgh 22, Pa 


Rutledge Service Station Flood Lights 
GGB Equipment—Buckeye Valves G 
Fittings 
Granco Pumps G Meters—Air 
Compressors 
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“Speedway 79 Dealers all profit from 
competitive, advertised prices on Dayton Tires” 


W. Sucher, President, Speedway Petroleum Corp., Detroit, Michigan 


~.. says C. 


All-New, All-Nylon 
Dayton Thorobred Blue Ribbon 





“Dayton’s sound, sensible pricing 
policies make it possible for us to 
advertise really competitive prices 
on the complete Dayton line. These 
prices give all our dealers, even the 
smallest side street station, a sub- 
stantial profit on every sale in addi- 
tion to a worthwhile volume. 

“And Dayton’s extremely liberal 
co-op advertising program allows us 
to run plenty of ads to pre-sell tires 
for our dealers. In addition, Dayton 
supplies hard-selling, eye-catching 
merchandising material. But for the 
dealer, the ‘clincher’ is Dayton’s 
Written Road Hazard Guarantee. 


With it a customer knows he can get 
service on-the-spot at any Dayton 


dealer across the country. 
“Highly important is the way the 


Dayton Merchandising Men teach 
our dealers how to sell tires right on 


the driveway. We’ve also benefitted 
many times from Dayton’s expert 


counsel on the management level. 


“To insure profits from your TBA 
Program, secure the Dayton Fran- 


chise, marketing the complete line 
of Dayton Thorobred Tires.” 


Write for all the details: The Day- 


ton Rubber Company, Tire Div., 


Dayton 1, Ohio. 


A Complete Line of Passenger and Truck Tires 


Daytom Ruler 


© D. R. 1958 
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Equipment 


New volt-amp tester 


“T" lighting. For additional 


. is an economy-priced model said io 
need only one hookup to perform all 
tests on 6-, 12-, 24-, and 32-volt genera- 
tors and regulators. Unique color coding 
of leads, dials and switches is designed 
to simplify reading and cut testing time 
40%. Auto-Test, Inc., 600 S. Michigan 
Ave., Chicago 5, Ill. 


Circle No. 25, on coupon, p. 140 


Advanced styling and greater efficiency 


district manager or write direct. 


Tamalelaraelaie-t| 


AVENUE 


Jt 


Vac mereyanle)ial-1¢ mnie) an dal-mele-t-1¢-1-) an LOI 
Tanielanitc\erelamerelaic-(ei an 2el0] am (olor-1 mm Ololanlolore 


Transistor radios 

. are now available for mobile equip- 
ment. Said to cut out-of-service time, be- 
cause of reliability of transistorized 
power supplies. In 60- or 30-watt power 
for low (25-54 megacycle) band and 15 
watts for 450-470 megacycle band. Gen- 
eral Electric Communication Products 
Dept., Syracuse, N. Y. 

Circle No. 26, on coupon, p. 140 





Anti-stall additive 


. . + prevents ice formation at the car- 
buretor throttle plate. Intended for addi- 
tion at the refinery, product (known as 
DMF, for dimethyl farmamide) is said 
to be especially effective in medium cold 
and humid weather. Petroleam Chemi- 
cals Division, E. 1. du Pont de Nemours 
& Co., Wilmington, Del. 
Circle No. 27, on coupon, p. 140 


oto} i ad O5 ©. 


OR ANOYL 


Literature ... 





Resistance thermometers 


: for single and multiple tank in 
stallation, as well as a_ portable-spot 
temperature resisiance thermometer, are 
described in a new bulletin. Included are 
wiring diagrams and installation draw- 
ings. Weston Instruments, division of 
Days:rom, Inc., 614 Frelinghuysen Ave., 
Newark 12, N. J 
Circle No. 28, on coupon, p. 140 
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(Continued on page 146) 
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Another 
Father-and-Son 
RICHFIELD 
Distributor 
Team 


GOOD POINT: Sam Gelfer, partner with Jeff Obrist, of the Westchester Service Oil Com- 
pany, Inc., Yonkers, New York, registers a point with his son, Monty, as tank wagon driver 
delivers gasoline to service station. Sam and Monty are Independent Richfield Distributors. 


“My son’s future is set” 


says Sam Gelfer, of Westchester Service Oil Co., 
20 years an Independent Richfield Distributor. 


“When I first became an Independent Richfield Distributor” observes 
Sam Gelfer, “my son, Monty, was too young to know what he wanted 
to be, career-wise. Today, in business with me, he would like to step 
into my shoes when | retire. He forsees a glowing future, with inde- 


pendence and security, as a Richfield Distributor.” 


“Another reason Monty wants to continue with the Richfieid Eagle is 
the marvelous cooperation we get from Richfield in advertising, mer- 
chandising and otherwise. Believe me, it's mighty gratifying to just 
pick up the phone and be able to talk over a problem with any Richfield 
executive. And Richfield never competes with its Distributors. Do I 


recommend a Richfield Distributorship to any man? | sure do!” 


WHY WAIT? Find out for yourself all the benefits of becoming an 


Independent Richfield Distributor, Write, wire or phone us. Now! 


‘RICHFIELD. 


OIL CORPORATION OF NEW YORK 
708 THIRD AVENUE, NEW YORK 17,N. Y. 


Serving the Eastern Seaboard from Maine to Florida’ 








New liftruck 


... for use in explosion-hazardous areas 
is the subject of a new bulletin. Shows 
six basic electric-powered types avail- 
able and discusses construction require- 
ments for service in Class 1, Group D, 
and Class 2, Group G. Revolvator Co., 
Tonnele Ave., (Routes 1 & 9) at 86th 
St., N. Bergen, N. J. 
Circle No. 29, on coupon, p. 140 


Extinguisher chart 


. outlines three basic types of fires, 
A, B and C, and lists seven different 
types of portable fire extinguishers. 
Chart quickly indicates which  extin- 
guisher is best for fighting the three types 
of fires. Fire Equipment Mfrs. Assn., 
Inc., Suite 759, One Gateway Center, 
Pittsburgh 22, Pa. 

Circle No. 30, on coupon, p. 140 


Mobile radio 

; case histories are collected in a 
new RCA brochure: “How Service Or- 
ganizations Increase Efficiency with RCA 
Two-Way Radio”. Also described and 
illustrated are various types of RCA 
mobile radio equipment. Communica- 
tions Products Dept., Building 15-1, 
Radio Corp. of America, Camden, N. J. 

Circle No. 31, on coupon, p. 140 


Tuneup tips 

for service station Operators are 
contained in a new 12-page_ booklet, 
“Profit By Experience”. Booklet suggests 
ways to use tuneup tools to sell tuneup 
service, locate often overlooked sources 
of engine trouble, and head off custo- 
mer dissatisfaction. Kal-Equip Co., Box 
567, Kalamazoo, Mich. 

Circle No. 32, on coupon, p. 140 


Fire protection plan 


. is the subject of a new Ansul bro- 
chure. Booklet points out need for fire- 
fighting training and prevention plan- 
ning, and explains extra services avail- 
able to users of Ansul equipment, in- 
cluding plant survey and training aids. 
J. R. West, Technical Services Director, 
Ansul Chemical Co., Marinette, Wis. 

Circle No. 33, on coupon, p. 140 


New film 


shows how service station oper- 
ators can draw more customers by pay- 
ing more attention to personal appear- 
ance. It’s a 35mm _ sound strip film, 
called Mr. Otis Picks a Winner. It pro- 
motes Dacron wash and wear uniforms. 
May be loaned from Du Pont Textile 
Fibers Dept., Wilmingion 98, Del. 
Circle No. 34, on coupon, p. 140 
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Service manual 

describes the new Bennett Fleet, 
Jr., electric consumer pump. Gives in- 
structions for installation, maintenance, 
Operation and servicing, including de- 
tailed drawings and diagrams, plus 
parts catalog. Service Dept., Bennett 
Pump division, John Wood Co., Broad- 
way & Wood St., Muskegon, Mich. 

Circle No. 35, on coupon, p. 140 


Three filter catalogs 

. describe Fram’s complete 1958 line 
of filter equipment. Includes 16-page 
General Products catalog; 36-page Air 
Filter catalog; 76-page Filter Specifica- 
tions catalog containing oil and air 
cartridge cross-references by vehicles 
including foreign cars. Fram Corp., Prov- 
idence 16, R. 1. 

Circle No. 36, on coupon, p. 140 


Fluorescent floodlight 

fixtures are listed in a new catalog 
sheet. Revised svecifications cover a re- 
designed porcelain enamel unit now 
offered at a new price of $115, in place 
of the former price of $175. Diagram 
attached to catalog sheet shows con- 
struction details. Guardian Light Co., 
500 North Blvd., Oak Park, Til. 


Circle No. 37, on coupon, p. 140 


Manufacturers .. . 





Electric Storage Battery Co., Phila- 
delphia. has contracted to take over the 
entire marketing of battery-charging 
equipment made bv the Electric Prod- 
ucts Co., Cleveland. Line includes both 
selenium and the new silicon rectifier 
chargers. 

a 


Proportioneers. Inc.. Providence. R. | 
has a new distributor in western Penn 
svivania. West Virginia. and southeast- 
ern Ohio. The firm is Harris Pumo & 
Supply Co., Bradv & Sidnev Sts.. Pitts- 
burgh, Pa.. phone Hubbard 1-4400 


Personnel .. . 





Ralph Heindl has been named Chi 
cago branch manager of A. O. Smith’s 
product service division, 8312 S. Chi 
cago Ave. He will be responsible for 
the division’s total service operation in 
the north-central United States, aimed 
at providing customers with factory 
managed service and readily available 
repair parts 

a 


A. John Ward has been named man- 
ager of the Automotive Products Div., 
of the Warner Electric Brake & Clutch 
Co., Beloit, Wis. Ward was formerly 
manager of the DC Products Dept., of 
Reliance Electric Engineering Co., Cleve 
land, and assistant sales manager for 
the S & C Electric Co., Chicago. 


Equipment 


Charles Muller Fram Corp., filter manufacturer of 
has been named Providence, R. I., is enlarging its Indus 
sales engineer for " trial Division, and forming a_ separate 
Petrometer Corp., sales force to sell the industrial line 
Long Island City, . exclusively. Four regional industrial sales 
N.Y. He will han- managers have been named 
dle sales of the ’ C. B. Gouert, Jr., 430 40th St. Oak 
company’s equip- land 9, Calif., will direct West Coast 
ment and will also sales from Seattle to San Diego 
serve as technical P. S. Innis, 724 Cecile Place, Shreve 
representative on port, La., will direct Southwest sales 
installation of the from New Orleans through Oklahoma 
company’s line of and Texas 
liquid depth indi- Muller Cc. N. Haskins, 1800 Marguerite Ter 
cators, specific gravity indicators, safety race, Park Ridge, Ill, has charge of 
cleanout valves, manifold valves, and in Illinois, Indiana and Ohio 
dicating and control accessories. Muller J. S. Evans, 3B-4 Redfield Village, 
has been with Petrometer Corp. for over Metuchen, N. J., directs Northeast sales 
10 years, serving in the design and en- in New England, New York, New Jersey 
gineering departments and Pennsylvania. 


2 
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Roto-Prime Pumps 


| For Bulk Plants, Tank Farms, Terminals: a centrifugal pump 
designed specially for handling petroleum products, 
designed for maximum efficiency and positive self 
priming on suction lifts 


The cut-away picture above of the Gilbarco Roto 
Prime illustrates the 9 features which make thi Gilbert & Barker 


pump the most versatile in the petroleum handling i Menntastastns Oo 
industry. Write today for full information on why ent Syvingmets, Muse 


Toronto, Canada 
the Roto-Prime is your best buy. 
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“Our Fords carry more—cost less to 


says V. M. Christianson, Superintendent of 
Maintenance, Petroleum Heat & Power Company 


Chicago, Illinois 


"Our drivers find Fords much easier to 
Ford engines stand up best under daily 


We've got 25 Ford trucks—all equipped with 
tandem rear axles and power steering. Their ma- 
neuverability beats anything we’ve ever had. The 
conventional tractors are pulling 5000-gallon semi- 
trailers and we are using 4000-gallon tanks on the 
Tilt Cab straight-trucks. 


“All of our Fords are equipped with 332-cubic 
inch V-8’s that are running on considerably less 
gasoline than other engines in the same type of 
service. We are also very much pleased with the 
oil economy. I know of nothing harder on an engine 


148 


than the daily pumping of fuel oil, and the Ford 
engines have proved as durable as they come. On 
city deliveries our Fords do more pumping than 
they do road miles. 


“Drivers find the Fords are much easier to 
handle, particularly in highly congested city traffic. 
Our men like the Ford cab because it is easier to 
get in and out of—they feel fresher at the end of a 
day’s run. We are going Ford because we feel we 
can’t buy better for top performance, low-operating 
expense and low initial cost.”’ 
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run than other makes weve owned” 


The Ford trucks in the Petroleum Heat & Power Company fleet 
deliver fuel oil to both residential and commercial accounts in 
Chicago and its suburbs. The T-800 tractor at the left is grossing 
64,000 lb. and the GVW of the C-800 trucks is 41,000 Ib. 


handle in traffic. 


stress of pumping!" 


Official 


Whatever your business... 
there’s a FORD truck for 
your special needs 


Official registrations for 1957 show Ford is first in 
sales to American business. There are many reasons 
for this popularity . . . many reasons for you to 
make your next truck a Ford! 


Ford trucks are your best buy, too! Ford’s 
initial costs are low and resale value is traditionally 
high. The modern Ford Tilt Cab line is America’s 
lowest priced. And Ford Styleside pickups are the 
lowest priced with full cab-wide body . . . giving 
you 23% more loadspace than any traditional 
type pickup box. 


Only Ford offers the economy of Short Stroke 
power in all engines, Six or V-8. And Ford’s Heavy 
Duty V-8’s offer new, advanced durability features. 
The modern Ford Six, for Light and Medium Duty 
F-Series, offers a new carburetor for up to 10% 
greater mileage. It’s plenty peppy too, with more 
horsepower per cubic inch than any other six in 
its class. 

Ford’s rugged cab and chassis construction 
means these new ’58s are built to last. All this plus 
the proven fact that Ford trucks last longer adds 
up to America’s No. 1 truck value. 


See your local Ford Dealer for the latest in ’58 
trucks or the best in A-1 used trucks. 


AMERICAN BUSINESS BUYS MORE 


registrations 
show: 


FORD TRUCKS THAN ANY OTHER MAKE! 


FORD TRUCKS COST LESS 


LESS TO OWN...LESS TO RUN...LAST LONGER, TOO! 
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Loan 

(pemony. 0 | 

AIM 
TO LIVE 


; have your 
* | headlights aimed 
é twice «4 year! 


LA 





LET HEADLIGHT AIMING BE THE STARTING 
POINT OF YOUR “SAFETY CIRCLE” CHECK! 


: Keep your customers safety-minded, and they'll 
| ask you to keep them safety-serviced. And the best place 


to start a complete safety check is with headlight aiming. 



































Aim To Live dealers, who actively promote this program, 
are enjoying outstanding results. They have built 
invaluable good will as safety leaders in their community. 
They have stimulated local action for 

headlight aiming. And they have aroused greater 


interest in all-around safety service. 


Now’s the time to feature headlight aiming! 


Many dealers have offered free headlight aiming in their localities Motorists are preparing for vacation travel and many 
to stimulate immediate action to this night-driving safety service. : 
Other dealers have spearheaded local AIM TO LIVE activity by aiming 
the headlights on police and municipal vehicles as a public service. AIM TO SERVE with AIM TO LIVE! 


more miles of nighttime driving. So, be sure you 


SPSS HHHEHHEEEEEEEEEEEEEEEEEEEEEEEEEEEESEEEEEEETESEEEEEHEEEEEHEEEEEEETEEEEESE 


IM weceeeee, Creneral Motors 
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CHEVROLET *¢ PONTIAC e OLDSMOBILE « BUICK e CADILLAC #© GMC TRUCK e¢ GUIDE « AC 
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New Phrase in the Market 


@ Some improvement shows up here and there, but for the most part May shapes up 
as a hard month for most products. Meanwhile, the ray of hope that arises from the 
bootstrap tactics of the industry to improve its position has given rise to a new 
phrase in the marketplace—*favorable disappointment.” 

This means merely that prices are bad now. That despite enormous efforts to put 
supply into a more reasonable balance with demand, the next few weeks still don’t 
look too good. But, if product prices do improve, everyone will be “favorably disap- 
pointed.” 

Meanwhile, it must have been a disappointing disappointment to some in the 
trade—and a surprise disappointment to others—when the Group 3 price for LP-Gas 
fell 1¢ gal. last month. 

Explanation for the price cut was that although liquefied gas inventories had dipped 
sharply below year-ago levels production was up and material now was running fast 
into inventory. 

The quick turn in the market, nevertheless, upset at least one reseller’s forecast that 
off-season price dips would be slower in coming this year and likely would be no 
more than 0.5¢ at a time. 

He forecasted a summer low price above last year’s 3.5¢, Group 3. But with 
p.ices in early April already at 4¢, Group 3, others were of the opinion that per- 
haps 3.5¢ may not be bottom even though manufacturers have a lot more storage 
capacity to fill than last year. With low prices, one observation is that perhaps stor 
age won't fill very fast. 


MARKET OUTLOOK 


No Blending Pump, But. . . 


In the sharp competition for gasoline sales around Chicago a lot of jobbers who 
have handled only one grade each of premium and housebrand appear to be getting 
into a three-grade position. At least they’re thinking about it. 

One Chicago jobber has been blending 98 and 91 octane product out of Franklin 
Park for some time, coming up with a 95-plus for his dealers. Now, he and others 
are thinking about doing the same with 99 and 91—providing cost of the 99 octane 
material isn’t prohibitive. He sees an advantage with this flexibility in competing 
with refiners for spot sales on the basis of individual dealer wants. 


@ Gasoline’s Statistically Better 


Even though gasoline prices still are “close to the price of crude oil” in some 
manufacturing districts, product continues to show up better statistically. Inventories 
took a refreshing downward dip last month. Of special significance was report of 
a four-cargo deal done at the Gulf that went at a I¢ discount. When others tried to 
do as well, gasoline was found to be firmer and refiners’ price ideas appeared to be 
considerably higher. Much depends, meanwhile, on how well refiners discipline them 
selves on holding down crude runs in May. With stocks where they are, loose rein 
on runs easily could bring unseasonal redu :tions in gasoline—as occurred in heating 
oils last winter. 
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Market barometer page 153 
Refinery and terminal prices 154 
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4 Steps to PROFIT 


in Casing Canned Oil Automatic, Hig b- -Sp ced 


FMC Model 3 Can Caser 
Takes the Shock out of Casing 


Efficient gathering cycle. 

Cans enter machine upright through 90° 
twister, with no rolling or bead-to-body im- 
pact. They move smoothly along woven wire 
belt into divider lanes. 


Fast and automatic operation. 

When all lanes are filled, pressure activates 
pick-up arms which place cans in loading 
funnel. A second set of arms repeats this 


tion for two-tier loading. 
eT Te FMC ‘‘Non-Shock"’ Caser shown casing quart cans at the 


Louisville, Kentucky plant of Standard Oil Company (Kentucky). 


The FMC Model 3 “Non-Shock” Caser offers 
an impressive profit-making combination: highest speed 
casing with maximum protection against damage to cans, 
lithography and shipping cases. Its design emphasizes 
complete simplicity and dependability of operation. Fully 
automatic, the “Non-Shock” Caser first assembles a load 
of cans, then moves this load smoothly and gently into 
the case, and off — in any direction — to the case sealer. 
No other casing machine offers greater flexibility, lower 
manpower requirements, or higher all around efficiency 
on a year-in, year-out operating basis. See for yourself 
why the FMC Model 3 “Non-Shock” Caser has been so 
widely accepted by the petroleum industry. Write for 
free bulletin, or call your nearest FMC representative. 

Also available on request, Bulletin No. 701-W on 
famous FMC M&sS Oil Fillers—“Standard of the Filling 
Industry.” 


1200 cases an hour! 

Operator places empty case over funnel. 
Bottom flap trips switch, starting case-load- 
ing cycle. Lowerator arm rises automatically 
to support case. Pusher arms load cans into 
case, moving case onto lowerator arm. 


1 
I 
i 
1 
I 
t 
t 
' 
: 
I 
I 
1 
1 
1 
i 
' 
! 
I 
} 
i 
i 
t 
i 
t 
I 
I 
j 
! 
{ 
I 
t 
I 


Putting Ideas to Work 


eaaety een See. Me FOOD MACHINERY AND CHEMICAL CORPORATION 


Hydraulically controlled lowerator eases 
filled case to horizontal position for Canning Machinery Division 
FOOD MACHINERY General Sales Offices: 


take-away in any direction. Cycle is 
t d h t | t > CHEMIC 
sa ub is ce Migataa ll acta a ee WESTERN: SAN JOSE, CALIF. » EASTERN: HOOPESTON, ILL. 


empty case on funnel. 
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Refinery and Terminal Prices 








All prices are supplied by Platts’ 


Oilgram Price Service, NPN’s as- 


sociate publication. Arrows indicate upward or downward movement 
of the price preceding the arrow. Prices as of April 15. Last previous 


listing: March 15 


Motor Gasoline 


Gulf Coast Cargoes 

100 oct. prem 

09 oct. prem 

98 oct, prem 

97 oct. prem 

95 oct. prem 

95 oct, prem 

92 oct. reg 

90 oct, reg 

Ni oct, reg 

M4 oct, reg 

Ki oct, reg 

(Fock, reg 

70-72 oct. M 

Albany, N. Y. 

97 oct, prem 

U1 oct, reg 

Baltimore, Md, 

7 oct. prem 

95 oct. prem 

91 oct, reg 

00 oct, reg 

Boston, Mass. 

97 oct. prem 

95 oct. prem 

U1 oct, reg 

90 oct, reg 

Buffalo, N. Y. 

95 oct. prem 

00 oct, reg 

Charleston, S. C. 

6 oct. prem 

94 oct, prem 

SY oct. reg 

87 oct. reg 

Chicago, tl. 

{8 oct. prem 

07 oct, prem 

96 oct. prem 

V1 oct. reg 

KY oct. reg 

Corpus Christi, Tex. 

¥6 oct. prem 

4U oct. reg 

Detroit, Mich, 

05 oct. prem 

90 oct, reg 

Houston, Tex. 

6 oct, prem 

SY oct. reg 

Jacksonville, Fla. 

16 oct, prem 

WS oct. reg 

Miami, Fla. 

06 oct, prem 15 
1 


» 4 
98 oct, reg. 3.4 


Minneapolis/St. Paul Minn. 
9S oct, prem TA 7 15.2 
RY oct. reg 1225-1 


Mobile, Ala. 

06 oct, prem 

8” oct. reg 

New Orleans, La. 
¥6 oct, prem 

8 oct. reg 
Norfolk, Va. 

97 oct, prem 

95 oct, prem 

V1 oct, reg 

90 oct, reg 
Pensacola, Fla. 
06 oct, prem 

BY oct, reg 
Philadelphia, Pa. 


07 oct. prem 


1 oct. reg 14.5-14.8 


Port Evergiades, Fla. 
06 oct, prem 14.8 
KY oct. reg 12.8 
Savannah, Ga. 
¥6 oct, prem 
3 oct, prem 
80 oct. reg 

87 oct, reg, 
Tampa, Fila. 
6 oet, prem 
KY oct. reg é 
Wilmington, N. C. 
96 oct, prem 

#3 oct. prem 

SY oct, reg 

87 oct. reg 

Okla. (Okla. Shpt. 
98 oct. prem 

8Y oct. reg 


Okla. Group 3 (Northern Shot.) 


YS oct. prem 


89 oct. reg.. it 5 12 


154 


av 16.4 


N. Tex. (Tex, & a Mex. Shpt. 
97 oct. prem 5 é 
95 oct. prem ia 
88 oct. reg 1 
86 oct. reg l 
84 oct. reg l 
W. Tex. (Tex. & New 
97 oct. prem 

95 oct. prem 

RK « 


) 


RA 

M4 ¢ 

E 

W/ oct. prem 
RX oct. reg 
86 oct. reg 

4 oct, reg 

Cent. W. Tex. (Truck transport lots 
97 oct. prem 15.875 

95 oct. prem, 15.125 

RS oct. reg 14 
86 oct. reg 13.5 
84 oct. reg 13 
60 oct. M & be 

low 13.25 

Ark. (For shpt. to Ark. & La.) 

44 oct. prem iv 

92 oct. prem 

SH oct, reg 

84 oct. reg 

Kans, (For Kans. destinations only 
98 oct. prem 14.5W-14.75 

RY oct. reg 11 75W-12Y 

86 oct. reg liv 

60 oct. M & be 

low 10.75W-11.2W 
Western Penna.—Bradford-Warren 
4 oct. prem 14.75 

RX oct. reg 13.50 

Oil City 

94 oct. prem 

88 oct. reg 


. 
£0 


Pittsburgh 

04 oct. prem 15.4 

88 oct, reg 13.65 

Ohio—-Quotations by Sohio for 

delivery to Ohio points 

00 oct. reg. 14.3 

Central Michigan 

100 oct. prem. 16.75 

98 oct, prem 16-16 25 

92 oct. reg 13.5-13.75 

California-Los Angeles District 
jack: 

9S oct, prem 

94 oct, prem 

SS oct. reg 

4 oct. reg 

Tank Car: 

98 oct, prem 

{4 oct, prem 

88 oct. reg 

4 oct. reg 

Tank Truck (400 gal. or more 

6 oe, prem 20.6 

04 oct. reg 17.4 

San Francisco District 

Tank Truck (400 gal. or more 

%6 oct. prem 21 

94 oct, reg 17.9 


Distillates & Fuels 


Gulf Coast Cargoes 
il ‘3 w.w. kero,. 8 
No. 2 fuel & 125-10. 25 
53-57 d.i. gas oil, 8 5-10. 625 
18-52 d.i. gas oil & 375-10 6 
43-47 dui. gas oil 8. 25-10 375 
Bunker C fuel $2.25V 
Bunker © fuel 
max. 1%) sulf $2 HW 2 iW 
Albany, N. Y 
Kerosine, No. 1 6W10v 
No. 2 fuel 9 1V-9.5¥v 
Diesel oil, shore 
plants ov 
No. 4 fuel 5 760 
No. 6 fuel, no 
sulf. guar 
Baltimore, Md. 
Kerosine, No. 

do barge 
No. 2 fuel 

do barges 
Diesel oil, shore 
plants 
No. 4 fuel 

do barge ~) 
No. 5 fuel 

do barges 


6250-8 875 


No. 6 fuel, no 
sulf. guar 

do barges 
Light Diesel, 
bunkers 
Heavy Diesel, 
bunkers 
Sunker ©, 


bunkers 


Baton Rouge, La. 


Kerosine, No. 1 
No, 2 fuel 
Diesel oil, shore 
plants 
No. 5 fuel 
No. 6 fuel, no 
sulf. guar 

do barges 
Light Diesel, 
bunkers 
Heavy Diesel 
bunkers 
Junker C, 
bunkers 


Boston, Mass. 
Kerosine, No 
No. 2 fuel 
Diesel oil, shore 
plants 

No. 5 fuel 

No. 6 fuel, no 
sulf, guar. 

do barges 
Light Diesel, 
bunkers 
Sunker C, 
bunkers 


Buffalo, N. Y. 
Kerosine (a) 
Diesel fuel (a) 
No 2 fuel (a) 
No. 5 fuel 

No 6 fuel 


$2.68 
2.65 
$3.93V 
$3.90 
$2.65 
16 
9.2 


9.5 


$2 80 


$2.38 
$2.35 
fred 


$3.85 
$3.64 


$2.74 
$2.66 


a) Prices of some ae rs to bulk com- 
mercial consumers are 0.15¢ higher 


Charleston, S. C 
Kerosine, No. 1 
No. 2 fuel 
Diesel oil, shore 
plants 
No. 5 fuel 
No. 6 fuel, no 
ulf. guar 

do barges 
Light Diesel, 
bunkers 
Junker C, 
bunkers 


Chicago, II. 
Range oil, No. 1 
No. 2 fuel 

No. 5 fuel, low 
ulfur 

No. 5 fuel, high 
tur 

No. 6 fuel, low 
ilfur 

No. 6 fuel, high 

sulfur 

Cleveland, Ohio 


No. 5 fuel 
No. 6 fuel 


10 


97 


9.8 


$3.07 


$2.65 
$2.62 


$3.96 
$2.62 


9.75V-114V 
oW-10 37 


6.9 
6.65-6.75 


10_&* 
10. 05* 


* Delivered Cleveland 


Corpus Christi, Tex. 


No. 6 fuel, no 
ulf. guar 

do barges 
Bunker C, 
bunkers 


Detroit, Mich. 
Diesel oil 
No. 1 fuel 
No. 2 fuel 
No. 5 fuel 
No. 6 fuel 


Houston, Tex 
Kerosine, No. 1 
do barges 
No, 2 tuel 

do barges 
Diesel oil, shore 
plants 
No. 6 fuel, no 
sulf. guar 

do barges 
Light Diesel, 
bunkers 
Heavy Diesel 
bunkers 
Bunker C, 
bunkers 


Jacksonville, Fla. 


Kerosine, No. 1. 
No, 2 fuel 
Diesel oil, shore 
plants 
No. 6 fuel, no 
sull. guar. 

do barges 
Light Diesel, 
bunkers 


9 s76Y 11 
9 625 

9. 5W-10.75 
9. 25W 


9.625W-10.75¥ 


$3.90-4.06W 
$3 69V 
$2.35 


$2.65) 
$2.62] 


$4,746 


Bunker C, 
bunkers 
Miami, Fla. 
Kerosine, No. 1 
Diesel oil, shore 
plants 
No. 6 fuel, no 
sulf. guar 

do barges 
Light Diesel, 
bunkers 
Bunker C, 
bunkers 


2.63 
2 60 


-$4.704 


$2.60 


Minneapolis/St. Paul, Minn. 
10 


Range oil, No. 1 
No. 2 fuel 

No. 5 fuel, high 
sulfur 

No. 6 fuel, high 
sulfur 

Mobile, Ala. 
Kerosine, No. 1 
No. 2 fuel 
Light Diesel, 
bunkers 


126W-12.8 
9.5W-12 


8.9-9.4 


7.9-8.7 


New Haven, Conn. 


Kerosine, No. 1 
No. 2 fuel 
Diesel oil, shore 
plants. . 
No. 4 fuel. 
No. 6 fuel, no 
sulf. guar. 

do barges 
Light Diesel, 
bunkers 
Bunker C, 
bunkers 


New Orleans, La. 


Kerosine, No. 1. 
No. 2 fuel 
Diesel oil, shore 
plants 
No. 5 fuel. . 
No. 6 fuel, no 
sulf. guar. 

do barges 
Light Diesel, 
bunkers 
Heavy Diesel, 
bunkers. . . 
Bunker C, 
bunkers. . 


New York Harbor 


Kerosine, No. 1. 

do barges. . 
No. 2 fuel. . 

do barges. . 
Diesel oil, shore 
plants... 
No. 4 fuel 

do barges 
No. 5 fuel 

do barges. . 
No. 6 fuel, no 
sulf. guar. 

do barges 
No. 6 fuel, max. 
1%, sulf. 

do barges 
Light Diesel, 
bunkers. . . 
Heavy Diesel, 
bunkers. . . 
Bunker C, 
bunkers. . 


Norfolk, Va. 
Kerosine, No. 1 
No. 2 fuel 
Diesel oil, shore 
plants. . 
No. 6 fuel, no 
sulf. guar. 

do barges 
Light Diesel 
Heavy Diesel, 
bunkers 
Bunker C, 
bunkers. . 


Pensacola, tag 
Kerosine, No. 
No. 2 fuel 
Diesel oil, shore 
plants. . 


Philadelphia, Pa. 
Kerosine, No. 1. 
do barges 
No. 2 fuel 
~ do barges 
Diesel oil, shore 
plants... 
No. 4 fuel 
No. 5 fuel 
No. 6 fuel, no 
sulf, guar. 
do barges 
No. 6 fuel, max 
1% sulf. 
do barges 
Light Diesel, 
bunkers 
Heavy Diesel, 
bunkers. . . 
Bunker C, 
bunkers . 


$3.55 


$2.70 


2.67 


.. $3.95 


$2.67 
9.6 


9.2 


9.5 
$2.80 


$2.38 
$2.35 
$3.90 
$3.69 


$2.35 


9.8 

9.35W 
9.3v 
8 85W 


9.7v 
$3. 41-3.57V 
$3. 28-3. 49W 
$3.10 
$3.07 


$2. 68v 
2.650 


$2.78 
$2.75 


$3.93v 
$3.90 


. $2.65 


9 ey 
9.3 
9.7 
$2.70 
$2.64 
$3.93v 
$3.90 
$2.64 
11.1 
10.9 
10.9 
9 8 
9.55 
9.3v 
9.06V 
9.7V 


$3. 66V 
$3.48 


$2 ay 
$2.65 
$2.73 
$2.70 


$3.93 
$3.90V 
$2.65 
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Key Crude Oil Prices a « April 15) 


United States 
California 
Wilmington, 31 gravity 
Texas 
West Texas sour, 36 gravity 
Mid-Continent 
Oklahoma sweet, 36 gravity 
Williston Basin 
North Dakota, 36 gravity 
Pennsylvania 
Bradford, flat 
Canada 
Alberta 
Pembina, flat 
Venezuela 


Bachaquero heavy, FOB Las Piedras, flat 


Middle East 
Persian Gulf, FOB Ras Tanura 
Arabian, 34 gravity 





Port Everglades, Fla. 
Kerosine, No. 1... 10.85W-11.4 


No. 2 
Diesel 
plants 
No. 6 


fuel... 10.6W-11.2 
oil, shore 
10.6W-11.2 


fuel, no 


sulf. guar. 2.63 
do barges $2.60 


Light 


Diesel, 


bunkers $4.704 


Bunke 


or C, 


bunkers. . .. $2.60 

Portland, Me. 

Kerosine, No. 1... 10W 
9.5W 


No. 2 
Diesel 
plants 
No. 6 


fuel 
oil, shore 
99W 


fuel, no 


sulf. guar. $2.74 
do barges $2.66 


Bunke 


rC, 


bunkers .. $2.66 
Providence, R. |. 
Kerosine, No. 1. 

No. 2 fuel é 

Diesel oil, shore 


plants 


No. 5 fuel 
No. 6 fuel, no 
sulf. guar. 

do barges 


No.6 


1%, sulf 


fuel, max 


do barges 
Bunker C, 
bunkers. 
Savannah, Ga, 
Kerosine, No. 1 
No. 2 fuel 


Diesel 
plants 


oil, shore 


No. 5 fuel 
No. 6 fuel, no 
sulf. guar.. 
do barges 
Light Diesel, 
bunkers 
Bunker C, 
bunkers 
Tampa, Fla. 
Kerosine, No. 1... 10.75W-11 


No. 2 fuel 


Diesel 
plants 


10.5W-11.1 
10.5W-11.1 


oil, shore 


No. 6 fuel, no 

sulf. guar. $2.57 
do barges $2.5 

Light Diesel $4 662 

Bunker C, 

bunkers 

Toledo, Ohio 


Kerosine 


Diesel 


oil 


No. 1 fuel 

No. 2 fuel 

No. 5 fuel 

No. 6 fuel 
Wilmington, N. C. 
Kerosine, No 

No. 2 fuel 


Diesel 
plants 


oil, shore 


No. 4 fuel 

Light Diesel, 

bunkers, . . $3.96 
Okla. (Okla. shpt.) 


42-44 


kerosine. . 


w.w. 


9.750 -10.25 


58 & above d.i. 


Diesel 


No. 1 fuel 
No. 2 fuel 
No. 6 fuel 


Okla. Group 3 (Northern shpt 
42-44 w.w 


kerosine. . 


9 5W-10 


58 & above d.i 


Diesel 


9.125W-10W 
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9.125W-9 625W 
No. 2 fuel 8. 5-8. 875V 
No. 6 fuel $1.20-2.00A 
N. Tex. (Tex. & New Mex. shpt.) 
42-44 w.w 

kerosine 9.9-11.25 

58 & above d.i. 

Diesel 9.9-11.125 

No. 6 fuel $1.20-2.30 

W. Tex. (Tex. & New Mex. shpt 
42-44 w.w 

kerosine 

58 & above d.i 

Diesel 10.75 

No. 1 fuel 10.5-11 

No. 2 fuel 10-10. 25 

No. 6 fuel $2.60 

E. Tex. (Truck transport lots 
42-44 w.w 
kerosine 

58 & above d 
Diesel 9 5-105 

No, 2 fuel 9 75 

No. 6 fuel $1.30 

Cent. W. Tex. (Truck transport lots 
42-44 w.w 

kerosine il 

58 & above d.i 

Diesel 10.75 

io. 6 fuel $2.60 

Kansas (For Kans. destinations only 
42-44 w.w 

kerosine 9 6250-10. 1250 
52 & below d.i 

Diesel 9. 25W 

58 & above d.i 

Diesel 

No. 1 fuel 

No. 2 fuel 

No. 5 fuel 

No. 6 fuel 

Ark. (For shpt. to Ark. & La. 

42-44 w.w 


No. 1 fuel 


10-106 


kerosine 10 375W 
Tractor fuel iW 
52 & below d 
Diesel 9.5 
58 & above 

d.i. Diesel.9 875 
No. 2 fuel 9 5v 
No. 4 fuel $2 05 
No. 5 fuel $1. X5 
No. 6 fuel $1.70 
Western Penna.—Bradford-Warren 
Kerosine 25 
55 cetane Diesel 
No. 1 fuel 
No. 2 fuel 
36-40 gravit 
Oil City 
Kerosine 
50 cetane Diese 
No. | fuel 
No. 2 fuel 
Pittsburgh 
Kerosine 
50 cetane Diesel 
No. 1 fuel 
No. 2 fuel 
36-40 gravity fuel 10.75 
Central Michigan 
Range oil, kero 
sine 
P. W. distillate 
No. 2 fuel 
U. G. I. gas oil 
No. 5 fuel 
No. 6 fuel 


Ohio Quotations for Sohio for delivery 


to Ohio points 
Kerosine 

No. 1 fuel 

No. 2 fuel 
California Los Angeles Dist. 
Rack 

Stove dist 


PS 100 


13.8 
13.6 
12 


6 
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Diesel fuel 
PS 200 
Light fue 
PS 300 
Heavy fuel 
PS 400 
Tank Car 
10-43 wow 
Kerosine 
Stove « 


Ow 


$2 50V-2.70V 
Tank Truck (400 gal. or more 
40-45 wow 
kerosine 18.8 
Stove d 
PS 100 
Diesel f 
PS 200 
San Francisco Dist 
Tank Car 
41-43 ww 
kerosine 
Stove d 
PS 100 
Diesel fue 
PS 200 
Light fue 
PS 300 , ww 
Heavy fue 
PS 400 $2.75V-2.93Y 
Tank Truck (400 gal. or more 
10-43 w 
tove 
PS 100 
Diesel fue 
PS 200 
Pacific Coast 
Ships’ bunkers, or deep tank lots 
San Pedro, Calif 
Diese SS 200 $1 
Bunker C—P. 
1) $. 
San Francisco, Calif 
Diese P iw $5.17 
Bunker ( P 
100 $ 
Seattle, Wash. 
Diesel—PS 200 — $5 


I r ( I 


list 


100. . 
Mexico 

Ships’ bunkers; US dollars per bbl. of 
159 liters. 


Guaymas 
Diese 
Bunker ( 


Manzanillo 


Diese 
Bunker ¢ 
Minatitlan 
Diesel 


I 

Salina Cruz 
Diese 

B 

Tampico 
Diese 

I 

Vera C 


At 


are 


wate 


ender 
‘ 
district. Pr 
FOB Group 3 
Grade 2670 


1 5¢ 
FOB Breckinridge, Tex 


LP-Gas 


ral Gasoline 


Lubricating Oils 


Western Penna. 

Viscous Neutrals—No. 3 Col. Vis. at 
70 

200 vis. (180 at 100°) 420 to 425 flash 
10 p.t 26 

15 p.t 2W 

25 p.t 24-25 

150 vis. (143 at 100°) 400 to 405 flash 
10 p.t “wv 

15 p.t aw 

25 p.t nv 

Bright stocks 

145 to 1565 vis. at -_ 8 Col 


10 pt 


Cylinder stocks 
600 s.r. hlterable 
650 s.r 

600 flash 

630 flash 


Mid Continental 


OB Tulsa basis, for domestic shipment 
or bright stock, vis. at 210° neutrals, 


vis. at 100° 0-10 p.p 
Bright Stock-- Conventiona 
1) vis. D 

10-25 p.p 23 
150-160 vis. D 

o 10 p.p mak A 
10-25 pa 20 5 

120 y D 

0-10 py 20W 
Bright Stock- Solvent 


150-160 vis. 

0-10 15 v.i... 230-26 50 
Neutral Oils Conventional-- Pale Oils 
60-85 vis 

N 4 14.75 


86-110 vis. 


AO 

INO ¥ 

(H) vis 

50 

ty 

OO y 

Neutral Oils —Solvents--95 v.! 
170-180 v 10 25 » 
10 210 vi 


Cylinder Stocks 


HOO s.r. olive 


Gulf Coast 
‘ nt Refines 
nt grade cruc 
rt 
Bright Stock, vis. at 210 
150-160 vis. 
4W-26.5 


o Oy t Mv 


Neutral Oils-—-Vis. at 100; 95 v.i. 0-10 p.t 


100 y OW -22. 5 
OO 20 5W-23 
Oo 21 5W-24 
100 ¥ 22 5W-25.5 
South Texas 

at 100° FF. FOR S. 1 
lomestic and/or export 
Pale Oils 


Red Oil 


oo 


(Hi) ¥ 


Aviation Gasoline 
Gulf Coast Cargoes 
pranaty a | 


Continued on next page 
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REFINERY AND TERMINAL PRICES 


. 





(Continued) 
Grade 80 

New Orleans, La. 
Grade 100/140 
Grade 91/96 
Grade 80 


New York Domestic 
124-30 white 

crude scale... 8.6 
Fully refined 

124-133 9.05 


135-145 9.05 


8.125 
7, 625-7 .75 
6.75-6.875 


Lily white 

Cream ; 
Soft yellow. 
Light amber 6.75-6. 875 
Amber 6.5-6. 635 

ted 6.375 


New York Harbor 
V.M. & P. 
Mineral spirits. 

a Pa. 
V.M. & P. 


cabie 
Mineral spirits 


New York, N. Y. 
Grade 100/130 
Grade 91/96 
Grade’ 80 


149-151 10.55 
New York Export 
124-30 white 


crude scale 


Paraffin Wax —— 


135-145 9.05 


20.05 
18.55 
18.05 


Providence, R. |. 
Mineral spirits 


FOB Group 3 


Stoddard solvent 
Cleaners naphtha 
& P. 


Jet Fuel 


Gut Coast oe 
Grade JP-4 


Naphthas & 
Solvents 


Baltimore, Md. 


naphtha.... 
Mineral spirits 
Rubber solvent 
Lacquer diluent 
Benzol diluent. . 


Western Penna. 
Oil City: 
Stoddard solvent 


Pittsburgh: 
Stoddard solvent 


Western Penna. (t.c. in bulk 
124-6 AMP white 

crude scale 6.25 
Atlantic Seaboard P t | t 
Melting points are AMP, 3° higher than e ro a ums ine ™ 
EMP. Prices for carload lots. Domestic Western Penna. Minera! spirits 7.{ 
prices FOB refinery ; scale in bags or bbls.; Bbls.; carloads; tank cars, 2.25¢ less Boston, Mass. 

fully refined, slabs loose. Export prices - I sd V.M.&]1 
FAS; scale in bags or bbls; fully refined Snow white p25 naph tha 


in bags or cartons Soft white 8.25 Mineral spirits 








Tank Wagon Prices 


NPN 


April 15 
Month ago 
Year ago 


Gasoline Index 











Dealer T.W. Tank Car 
(cents per gal. ) 
16.37 j 
16.47 
: 16.15 
Dealer index is an average of dealer tank wagon prices ex tax in 50 cities 
l'ank car index is weighted average of following wholesale markets for regu- 
lar-grade gasoline, FOB refineries or terminals: Oklahoma, Chicago District, 
Minneapolis-St. Paul, Western Pennsylvania, California, Philadelphia, Jack- 
sonville, Boston, and Gulf Coast 


Prices for gaso!ine do not include taxes; they do however, include inspection fees, 


amounts of which may be obtained by writing to NPN. Gasoline taxes, shown in separate 
column include 3¢ federal and state taxes; also city and county taxes as indicated in 


footnotes. Kerosine tank wagon prices also do not include taxes; kerosine taxes where 


levied are indicated in footnotes. Discounts if any, are shown in footnotes. These prices 
n effect April 15, 1958, as posted by 


ters’ offices, but subject to later correction 
(Regula 


Socony Mobil 


ir 
T.C. T.W. T.W. 


principal marketing companies at their headquar 











Mobil 
Mobitheat Special No. 6 
*(No. 2 Fuel) No.4 Fuel 
Yard WwW. as T.W. 


Mohilgas ‘iasoline 
Mobifue 

Gasoline *Mobil Kerosine Diesel 

Taxes C. Yard 

New York City 
Manhattan 5. 16 
Bronx f 16 
Kings f 16 
(lueens f 16.3 
Richmond 5 16.: 

Mt. Vernon, N f 

Albany 

Binghamton 

Buffalo 

Jamestown 

Plattsburg 

Rochester 

Syracuse 

Bridgeport, Conn 

Danbury 

Hartford 

New Haven 

Bangor, Me. 

Portland 

Boston, Mass 

Concord, N. H 

Lancaster 

Manchester 

Portsmouth 

Providence, R. I 

Burlington, Vt. 11 

Rutland 2 5 11.§ 
*Com, cons, t.c. prices 0. - a¢ higher 
Taxes: NYC prices are ex 3% city sales tax, Syracuse prices ex 2% city sg 
Discounts: Mobil Kerosine & Mobilheat—N Y¢ 

of 800 gal or more 
Notes: Premium-grade t.w. prices 3.5¢ above regular. Jamestown t.c. prices are delivered, all other t. 
a—Effective Mar. 12; 12.4¢ effective Feb. 8. b—Effective Mar. 12; 11.9¢ effective Feb. 8 


aiticla ties tame 

olkaslah mee Ghar tons 

Pvc lo lbata-mait] of 
=f on . 


Petroleum © rs 


1 


0 
0 10 
0 10 


I~TIDS 


ie a. 


Nrwss]8H 


Sm < 


9 9 99 8 9 9 0 9 9 3 9 +) 
OO et be 
a 
Coo 
uo 


a 


oor 
we con 
eon: 


— 


ales tax 


(all boroughs) & Mt. Vernon, t.w. less 0.5¢ for deliveries of 300 gal or more. Mobilfuel Diesel—All points, t.w. less 0.5¢ for deliveries 


HARTOL 


PETROLEUM CORPORATION 


INDEPENDENT 
MARKETERS 


prices FOB bulk terminals. 








PATENT CHEMICALS, 
INCORPORATED 
Paterson 4, New Jersey 


30 E. 40 St., N.Y.C. EV 8-4100 




















Marketer of Petroleum Products 


NEW ENGLAND PETROLEUM CORPORATION 


New York Boston 


Maine to South Carolina 


630 FIFTH AVENUE, 
NEW YORK 20,N.Y. 
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Atlantic Refining 


gal, subtract 1/6t! 


Imperial Oil 


(Prices are per imperial gal; to arrive at price per 


Esso Furnace 


Atlantic Gasoline (Regular) Kerosine & No. 2 Esso Gasoline Oil 
Dir. Cons. No. 1 Fuel Fuel Regular Gasoline Kerosine No. 2 Fuel 
, ; T.W. ¥. Taxes T.W. T.W. Dir. T.W axes T.W T.w 
Philadelphia, Pa.. 15.2 15.7 8.00 14.05 13.4 St. John’s, Nfld 23.2 17.0 25.7 18 
Reading......... 15.4 15.9 8.00 14.45 13.8 Halifax, N.S 22.2 17.0 24.7 1 
Allentown. . . . 15.5 16.0 8.00 14.45 13.8 St. John, N. B 2 2 15.0 6.7 
Harrisburg.......... 15.5 16.0 8.00 14.45 13.8 Charlottetown, P. E. I 23.9 16.0 2 19 
Wilkes-Barre : 15.6 16.1 8.00 14.75 14.1 Montreal, Que 22 6 13.0 56 18 
Williamsport. .... . 15.6 16.1 8.00 14.75 14.1 Toronto, Ont 22.8 13.0 8 18 
ae - . 15.9 16.4 8.00 15.0 14.15 Hamilton, Ont 22.8 13.0 8 18 
Altoona. . cent .- 15.7 16.2 8.00 15.0 14.15 Winnipeg, Man . 226 11.0 28.5 18.4 
re ore. ae 16.4 8.00 15.0 14.15 Brandon, Man 25.2 11.0 28.5 0 6 
Greensburg. -» 15.9 16.4 8.00 15.0 14.15 Regina, Sask. 21.9 12.0 25 2 17.1 
Wilmington, Del.. a» Se 15.7 8.0 Saskatoon, Sask 94.8 12.0 27.9 17.4 
Hartford, Conn. ives Ee 15.9 9.0 Calgary, Alta. 21.1 10 0 44 16.2 
New Haven. ‘ a 15.9 9.0 13.6 Edmonton, Alta. 20.6 10 0 23 9 15 
Boston, Mass. a 7 15.9 8.5 ‘ Vancouver, B. C 2 6 10.0 25 4 Ik | 
Springfield . 1.9 16.4 8.5 14.3 Taxes: Gasoline taxes are previa ial a axes 
Providence, R. I 15.4 15.9 7.0 13.6 Notes: Premium-grade t.w.—Nfid., , P.E.L., N.B., Que., 5.0¢ al ar, © 
Camden, N.J.... + ee 15.7 7.0 13.9 13.4 Man., Sask., Alta., B.C., 4.5¢ above cham 
Newark. . , - 15.2 15.7 7.0 13.9 13.4 
Albany, N. Y . 15.9 16.4 7.0 14.5 13.7 
Binghamton 16.3 16.8 7.0 14.9 14.2 | di 
Buffalo..... 15.9 16.4 7.0 15.4 15.0 St d d 
Elmira 16.3 16.8 7.0 15 2 45 n liana an ar 
oe , ; bs : 7 z 14.9 14.3 Tank wagon prices listed below were obtained | NP . ndent hae ! 
Watertown 17.1 17 6 70 16 8 ib 4 Standard of Indiana bulk plants where the compar prices a 1 posted 
Baltimore, Md. 15.3 15.8 9.0 13.2 Red Crown Gasoline Standard 
Richmond, Va. 15.9 16.4 9.0 14.3 13.6 Regular Furnace Oil 
Charlotte, N. C. 14.15 16.1 10.1 14.6 13.9 Dir. Cons. Gasoline Kerosine 1-99 100 gal 
Jacksonville, Fla. 16.6 16.6 10.0 T.W T.W. Taxes gal & over 
Miami 16.6 16.6 10.0 Chicago, Ill 16.6 18 6 8.0 17.1 15.1 \ 
Heavy Fuels South Bend, Ind 17.4 18.9 10 Ik 6 I 
Philadelphia No. 5 No. 6 Detroit, Mich 14.2° 19 0 0 Is 16.6 ' 
9.79 7.88 Mpls.-St. Paul, Minn is 4 8 0 7 65 ‘ 
Des Moines, lowa 17.8 10 75 15 4° 14 
Notes: Premium-grade t.w. prices 3.5¢ above regular. Kerosine—Penna., add 1¢ gal St. Louis, Mo 17.7 7.5 17.5 15 4° 
for t.w. deliveries under 100 gal at one time. Camden—Add 1¢ for deliveries of 100-209 Wichita, Kansas 11.9° 17 1° 8 0 15 9 1s ¢ 
gal, 2¢ for under 100 gal Omaha, Nebr 17 9 10 0 17 148 ~ 
Fargo, N. D 17.6 19.2 10 ix 62 
Huron, 8. D 19.3 0 Ix & 54 
Milwaukee, Wi 17.0 18.5 0 Ik 0 16 0 
a) See below for prices on larger quantitic ) 0 val & 
Standard Furnace Oi! Stanolex Fuel A Stanolex Fuel C 
100-399 400 gal 1-749 750 gal 1-749 750 gal 
gal & over gal & over gal & over 
ago 14.1 13.6 10.8 10. 05 '5 4 75 
Standard Furnace Oil 
Esso Standard 100-174  100-349-—«175-849 «= 350 gal —=-8 50 gal 
gal gal gal & over & over 
Mpls.-St. Paul 15.5 14.8 
(Regular) Kerosine & Milwaukee 15.0 15 
Dir Cons Gasoline No.1 Fuel No. 2 Fuel ; ; 
T.W. T.W Taxes T.W. T.W Taxes: St. Louis gasoline tax includes 1.5¢ city tax. Des M & 
Atlantic City, N. J 15.2 15.7 7.0 13.6* 13 1 prices do not include 7¢ state yax. State sale at ra e ta 
Newark 15.2 15.7 7.0 13.6* 13.1 added, where applicable 
Baltimore, Md 15.3 15.8 9.0 13.3 Discounts: Red Crown c.t.w. prices at % tt ‘ 
Cumberland 17.0 17.5 9.0 juantity deliverie 
Washington, D. C 15.8 16.3 9.0 13.9 “Temporary price 
Danville, Va 16.4 16.9 9.0 14 9* 14.4 
Petersburg 15.9 16.4 9.0 14.2 13.5 
Norfolk 15.4 15.9 9.0 14.0 12.9 Prices are tank 
Richmond. . 15.9 16.4 9.0 14.0 13.3 Stan ar r Ca plying lor «de 1 400 Bis 
Roanoke 16.9 17.4 9.0 15.9* 15.1 - below tor ot 
Charleston, W. Va 16.4 16.9 9.0 14.6* Standard 
Fairmont < 16.8 17.3 9.0 15.6* Chevron 
Parkersburg 16.6 17.1 10 15.1* Chevron Gasoline Diesel Furnace Stove 
Wheeling 16.1 16.6 9.0 14.9* Regular) Taxes Kerosine Fuel Oil Oil 
Charlotte, N. C 15.6 16.1 10.0 14.6 13.9 San Franc Calif 17.9 0 15 1 0) 
Hickory 15.7 16.2 10.0 14.8 14.2 Los Ant ele 17.4 9.0 18 8 ' } 
Mt. Airy 15.7 16.2 10.0 15.1° 14.4 Fre 19 0 0 ! ) 
Raleigh 15.9 16.4 10.0 15.0 14.4 Phoenix, Ari iv 1 8 0 i \ 
Salisbury 15.6 16.1 10.0 14.6 13.9 Reno, Nev 0 0 ( 
Charleston, 8. C. 15.4 15.9 10.0 12.9 Portland, Ore Ik 5 ,0 
Columbia 16.4 16.9 10.0 14.7 Seattle, Was! Ik 6 5 
Spartanburg 15.5 16.0 10.0 13.6 Spokane 0.8 5 11 
New Orleans, La 13.9 14.4 10.0 12.9° Tacoma is 6 5 
Baton Rouge 16.3 16.8 10.0 12.7° Boise, Idaho ”) 2 +0 
Alexandria 17.3 17.8 10.0 13. 8* Salt Lake City, Utal 18.7 10 
Lake Charles 16.1 16.6 10.0 12.6* Honolulu, T. H 19 0 115 04 
Shreveport 17.1 17.6 10.0 14.7° Fairbanks, Alaska 10.1 8.0 1 
New Iberia 16.7 17.2 10.0 13.1° Juneau 20 2 8 0 
Knoxville, Tenn 15.1 16.1 10.0 15.0* *Standard No. 2 Burner O 
Memphis 14.9 15.9 10.0 14.7* Taxes: Honolulu--Diesel/furnace oil price is ex 1¢ 
Chattanooga 14.9 15.9 10 0 14.9* Hawaiian gross income tax of 1°, to resellers, 2.5 
Nashville 14.9 15.9 10.0 15.0* Notes: For other deliverie 
Little Rock, Ark 15.4 16.4 9.5 15.4° Chevron (regular)—-Add to 400-gal-and-over pr ¢ ) 
*Prices apply for kerosine only. gal. except to marine trade in Alaska where 0.5¢ d ‘ 
Heavy Fuels ess than 40 gal, add 5¢ gal, except at Hono wd 5¢ ‘ ‘ 
No.4 Fuel No. 6 Fuel and less than 100 gal to shoreside trade. Chevr | 
Newark, N. J $3931 $3.2 hisher than Chaveen Geselar’ for quantity & 
Baltimore, Md 4.29 3.43 City—3 
Washington, D. C. 1,050 gal minimum 1 58 5 46 Kerosine—Add to 400-gal-and-over t ‘ 
Taxes: Louisiana kerosine prices do not include 1¢ state ta 00-309 gal; tank car/truck trailer, deduct 5.5¢ 
Notes: Kerosine/No. 1—Atlantic City prices are for deliveries of 300 gal or more Diesel, furnace & stove oil Add 00-wal-a 
add 1¢ for 100-299 gal, 2¢ for less than 100 gal. Premium-grade t.w. prices 2.5¢ above for 40-199 gal, 0.5¢ for 200-399 ga 
regular. Continued on next page 








TANK WAGON PRICES 





























fo Figure use our FAST, EASY-TO-READ 
PETROLEUM CALCULATOR CARDS 


ONE RATE ON A CARD. CARDS AVAILABLE FROM .07 TO .351 IN 1 10c STEPS ONLY 
EACH CARD SHOWS 1 TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK 


New Feature: 1000 to 9000 GALS. in 1000 STEPS. [FREE t Description on Request | 





















DEGREE DAY SYSTEMS 39-30n sath sr. WOODSIDE 77, N. Y. TWining 8-666 
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Ohio Standard 


Sohlo X-Tane Gasoline 
(Regular Grade 

Consumer 

Resellers T.W 

Akron 16.1 

Canton 13 7 17.2 

Cincinnati 14 17.4 

Cleveland 19.6 

19 6 

19.6 

19.6 

196 

19 6 

19.6 

18.9 

19.6 

19 6 

1 & 2 Fuels—Prices 


Premium-grade prices 


i 

] 
Columbus ! 
Dayton ! 
Lima | 
Mansfield | 
Marion I 
Portamouth ] 
loledo 4 
Youngstown ] 
Zanesville 1 

Notes: Kerosine 

I¢; 1-49 gal, add 2¢ 
4.5¢ above regular. ¢ 


K 


seller: 


Gasoline Kerosine 
Taxes Toe” 
8.0 15 
0 15 
0 16.3 
0 15 
0 16 
0 16 
0 
0 
0 
0 
0 
0 
0 
are for 100 gal or more; 
consumer t.w. & 8.8. 4¢ above regular, re- 


G2 GD S23 Gn oo 


DO WO 30 GO 3 OO OO OO Oo 


Om OO ww 


8. prices are at company-operated stations 





Humble Oil 


Gasoline 
(Regular) Kerosine 
T.W. Ret. Taxes T.W. Ret 


163 21.8 80 14.3 18.5 


Texas 
Dallas 
Fort 

Worth. 18 3 218 80 
Houston 154 209 8.0 
San 

Antonio!l6.4 21.9 80 14.3 18.5 

Notes: T.W. prices are to all classes o 
dealers & consumers, Esso Extra t.w 
prices 2.5¢ above regular; Golden Esso 
Extra 2.5¢ above Esso Extra to contract 
lealere only 


18.5 
18.5 


14.3 
14.3 


Kentucky Standard 


Crown Gaso- Kero- 

Gasoline fine sine 

Taxes T.W 

Atlanta, Ga 16.9 95 15.7 
Birmingham, 

16 8 


17.0 


> 11.0 15.6 
Jackson, Miss. 10 0 15.9 
Jacksonville, 

‘la. 16.6 10.0 15.7 
Louisville, Ky. 16 7 10.0 15.9 

Taxes: Birmingham gasoline taxes in 
clude 1¢ Jefferson County tax. Kerosine 
taxes not ineluded in prices: Georgia t¢: 
Mississippi, 0.5¢ 





Gasoline 


Markets 








Alabama 
Arizona 
Arkansas 
California 
Colorado 


Connecticut 
Delaware 

District 
Florida 


Georgia 


of Columbia 


Idaho 
Illinois 
Indiana 
lowa 
Kansa 


Kentuck 
Louisiana 
Maine 
Maryland 
Massachuset! 


Michigan 
Minnesota 
Mississippi 
Missour! 
Montana 


Nebraska 
Nevada 

New Hampshire 
New Jerse 

New Mexico 


New York 
North Carolina 
North Dakota 
Ohio 
Oklahoma 


Oregon 
Pennsylvania 
Rhode Island 
South Carolina 
South Dakota 


Tennessec 
Texas 
Utah 
Vermont 
Virginia 


158 


Continental Oil 


(N.B. Prices are Continental's tank 

wagon prices. Current selling prices may 

vary from those shown because of local 
conditions). 

Conoco 

Gasoline Kero- 

T.W. sine 

T.W. 


17.7 


Gaso- 
Ww. line 
(Regular) Taxes 
Denver, Colo. 17.5 
Grand June- 

tion 20. 
Pueblo . 


Casper, Wyo. 18 


20 4 
18.4 
7.9 
18.7 
2 
3 
3 


Cheyenne 18 
Billings, Mont. 19 
Butte 20 


Great Falls 19 


Cm Om MH OO DD 


Helena 
Salt Lake City 
Utah 
Twin Falls, 
Idaho 
Albuquerque, 
N. M. 
Roswell. . 17 
Santa Fe 18 
Muskogee, 
Okla 16 
Oklahoma 
City 16.05* 16.5 
Tulsa 16.05° 9.8 15 
: Gasoline taxes include these 
; Albuquerque & Roswell, 0.5¢; 
Santa Fe, Cheyenne & Casper, 1¢ 


Gasoline Consumption by States 


(American Petroleum Institute Figures for November, 1957, latest available 


Tax Rate} 
Nov. 1957 
Cents 


Oct. 1957 

Gallons 

7 77, 625, 000 
5 5, 289, 000 
539, 000 
798, 000 
, 137,000 


000 
000 
437,000 
53,845, 000 
, 279, 000 


2,059 


, 706,000 
, 593,000 
, 000 
000 

5, 000 


, 000 
, 000 
000 
7,000 
3,000 


, 000 

000 
2,000 
000 
000 


, 000 
1,000 
000 

O00 
552,000 
000 
OOO 
000 
OOO 


226 
666 
j fl2 


437 


772 
, 028 
130, 
5,819 


3, 574 


000 
000 
000 
000 
006 


543, 
925 
428 
O41 
220 


000 
000 
000 
000 


107 000 


Month of 
Nov. 1957 
Gallons 
71,959, 000 74,318,000 
$6,624, 000 34,473,000 
44,144,000 45,767,000 
442,311,000 444,909, 000 
49, 500, 000 48,553,000 


Nov. 1956 
Gallons 


000 
910,000 
000 16,891,000 
000 129, 302, 000 
000 7,858, 000 


000 
000 


59,552 58, 182 

15, 188 12 

16, 422 
S665 
983 


, 866 
343 
,072, 
750, 
5, 056, 


, 000 
000 
000 
000 
000 


O62 
606 
32, 880 
O89 


000 
000 
000 
000 
, 000 


7,000 
3, 000 
+, 000 
000 
000 


5, 303 
717, 
201, 

7,780 

106, 601 


000 
000 
000 
000 
, 000 


000 
000 


000 205 
+, 000 93, 
2,000 47, 
000 131, 
000 2i, 


O19, 
116, 
140, 000 
769, 000 
925, 000 


000 
000 
000 
000 
000 


000 13,342, 
000 9,520, 
000 15, 127, 
000 149, 389 
000 34,602, 


040 
S66 
tRg 


, 161 


030 
305 
H62 


356 


000 
OOO 
00 
O00 


201, 000 312, 
933, 000 106, 
935,000 Is 
805, 000 257 


(a) 


000 
000 
000 
000 
000 


210 
2,110, 
, 268 
214, 


26,583, 


000 
000 
000 
000 
000 


7,780 
546 
917 

3, 853 


247, 


7,781, 

356, 
O65 
785 


971 


000 
OOO 
000 
000 
OOO 


000 
000 


O42 
590 
2,971,000 
111,000 
515,000 


NATIONAI 


PETROLEUM 


Discounts: Salt Lake & Twin Falls 
gasoline prices apply for deliveries of less 
than 200 gal; 200-399 gal, deduct 0.5¢: 
400 gal & over, deduct 1¢ 

Notes: Premium-grade t.w. prices 3.5¢ 
above regular, except Utah & Idahe 
premium grade 3.0¢ 

*Prices apply to dealers and consumers 
except Oklahoma points where consumer 
price is 1¢ higher 


Texas Company 


Fire Chief 
Gasoline 
(Regular) Gaso- Kerosine 
Dealer line Dealer 
T.W. Taxes T.W 
Dallas, Tex. 16.: 8 
Ft. Worth 16.2 
Wichita Falls.. 16.! 
Amarillo. 16 § 
Tyler 16.£ 
El Paso 18 
San Angelo 16.£ 
Waco 16 
Austin 16 
Houston 15 
San Antonio 16 
Port Arthur 16.3 
Notes: T.W. prices are for min. 50-ga! 
deliveries; they apply to dealers & con 


» 


Qo 0D Gd Gb GD OD 3 OD wo OD 


sumers, Premium-grade t.w. prices 3.5¢ 


above regular, except Fl Paso 27+ 


higher 


11 Months Ending With 

Nov. 1957 Nov. 1956 

Gallons Gallons 
833,883,000 762,000 
383,39, 000 000 
501,577,000 000 
, 015, 982, 000 000 
612,649, 000 , 000 


R11 
54 

506 

RAO 


301 
003 
, 167, 
708, 
YRS 


000 
000 
000 
000 
000 


, 000 
2,000 
000 

, 000 
103 ,000 


665 
169 
181 
526, 
, 087, 


997 
2,791 
574 
182 
520, 


000 
000 
000 
000 
000 


602, 000 
799, 000 
431, 000 
679, 000 
843,000 


242, 
2,674 
583, 
998, 
950, 


000 
000 
000 
000 
, 000 


790,783 
952 
258 


903 


2, 290, 000 
3, 645, 000 
, 000 

3, 000 

000 


5, 000 
3, 000 
000 
2,000 
000 


000 
000 
5,000 
3, 000 
3, 000 


000 
7,000 
000 
56, 000 
5, 000 


5, 000 
000 
000 
OOO 
000 


109 
200 
287 


2, 821 


O00 
000 
000 
OOO 


, 000 
000 
000 
000 


330 
960, 


596 
746 
215, 
608 
304 


O00 
000 
000 
955, 000 
429,000 


703 
386 
871 
592, 


042, 


000 
000 
000 
000 
000 


588,753 
2,853, 106 
222,248 
617, 


311, 


951 
105 


984, 289, 000 
057,894, 000 { 
289, 125, 000 
114,573, 000 
1, 139, 942, 000 


330, 000 
581,000 
280, 021, 000 
113,073,000 
1, 100,099, 000 
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(American Petroleum Institute Figures for November, 1957, 


Tax Rate? 
Nov. 1957 Oct. 1957 
Cents Gallons 
Washington 614 85,556, 000 
West Virginia 6 44,801, 000 
Wisconsin 6 109, 427,000 
Wyoming 5 14, 388, 000 


4, 851,364,000 
156, 496, 000 


Total 47 States and D. of C 
Daily Average 

Change from previous year: 

Total change... 

Percentage change in Daily Average 
tThese are State tax rates per gallon. In addition there is the Federal tax of 3 cents (3¢) 5 
(a) Not available at time of publication. 
(r) Revised. 


. . . . 
Gasoline Prices for 55 U. S. Cities 
Dealer tank wagon and retail prices for regular-grade (house-brand) gasoline, and taxe 
in 55 representative U.S. cities on April 1, 1958 as compiled by National Petroleum 
News are shown below. Figures are in ¢ per gal.; (i) and (d) indicate increase or decrease 
as compared with March 1, 1958. Tax col. indicates only motor fuel taxes levied as suc! 
Service Tax Service 
Dir. T.W. Station incl. 3¢ Station 
ex tax ex tax federal incl. tax 
Average U.S 16.39 21.58 8.88 0.46 
Portland, Me 15.90 20. 90 10 00 10 400 
Manchester, N. H i-16.30 2090 4 00 24 00 
Burlington, Vt 17.60 24.40 ) 50 , 00 
Boston, Mas 15. 40 2) 40 & 50 28 UO 
Providence, R. I 15.40 19.90 700 26.00 
Hartford, Conn 15.40 19.90 100 28 40 
Buffalo, N. Y d-15 40 d-21.70 7 00 28 70 
New York, N. Y d-15 80 24 60 7 00 1 60 
Newark, N. J 15 20 19 90 7.00 26 90 
Philadelphia, Pa 15.20 19 90 8 00 27-90 
Wilmington, Del d-15.70 19 90 & OO 27.90 
Baltimore, Md 15.30 ”) O0 + 00 U0 
Washington, D. ¢ 15 80 d-20 90 , O00 4) 4) 
Charleston, W. Va d-15.40 d-21 90 00 0.90 
Norfolk, Va 15 40 20-90 Ow 24 90 
Charlotte, N.C 15.60 20 40 10 00 10 40 
Charleston, 5. ¢ 15 40 21 40 10 00 31.00 
Atlanta, Ga 16.40 22.40 i) 51.00 
Jacksonville, Pla d-12.40 d-16. 90 0.00 1-26 
Birmingham, Ala 15.90 0.40 100° 190 
Jackson, Miss 17.00 00 000 Oo 
Memphis, Tenn d-& 90 1-12.90 10 00 j "0 
Louisville, Ky 13.90 1x 90 10 00 x 90 
Cleveland, Ohio 16.10 ”) 90 x OO x 40 





Trade Mark Registered 
and Patent Pending 


R 





NOZZLE 


latest available 


of——— — -—11 Months Ending With 
Nov. 1957 Nov. 1956 Nov. 1957 Nov. 1956 
Gallons Gallons Gallons Gallons 
74,938, 000 74,016, 000 881,034, 000 861,780, 00 
56,931, 000 37,323, 000 458, 301, 000 441,548, 00" 
5, 100, 000 95,112, 000 1, 150, 306, 000 1, 127,503, 000 
10,676, 000 11,048, 000 156, 128, 000 153, 470, 000 
4,518,815, 000 4, 484, 296, 000 51,921,217, 000 50, 649,569, 000 
150, 627, 000 149, 477,000 155, 453 , 000 151, 193, 000 
34,519, 000 + 1,271,648, 000 
+077 +2. 82 
a wa 
( ati, ( 1-14 40 18 OO gs 0) 1-26 90 
Indianay Ind 17.10 22 00 +00 1.40 
( 4 | 16 60 25.10 § OO 110 
Detroit, M 13.10 is 10 oo 27 (10 
Milwaukee, W 17 Oo ; 10 00 > 10 
Twin Cit Minn 15.2) 000 8 OO 28 40 
ba N.D 1-17.10 | Ww Oo I-32 10 
Huron, 5. D i-17, 20 1-22 00 OO 100 
Ymaha, » 16 40 1 40 10.00 s1 90 
Des Moines, la 16 30 1-20 40 oo 1-20 40 
t_] M 16 20 21 20 * x 70 
Ww ta, ha 15 60 1 40 x) 4 00 
l a, Okla 1-15 30 1-20 00 0 Lao 40 
Litt Rock, A 15 40 ow yt) ”) 
New ©) ‘ La 1-14 40 1-1 4) 1 OO ] ”) 
Dallas, I 16.30 x) 4s OO p80 
il ton, | 1-15 1-20 00 oo 1-28 00 
il Pa I x 60 6 00 " 1 00 
Albuquer I 1s oO 0 0) > mw 
Denver, 17 50 0 oo 0 
( ‘ W Is 50 0 ow 1 50 
( at Fa Mont 1) om ") > 00 
B e, Idal 0 20 > WO ow iw 
Sa Lake ¢ Uta 1s ) 4) Oo i” 
| Ne 0 40 Ow ow OO 
Phoenix, A 0 + % U0 4) 
\ , 1 i s ( oo 7, oO 
an Fra Ca “) ( oo 2 ”) 
Portland, Ore ik 50 100 aw 0 
ttle, Wa x 60 0 0 
1 \ 0 ) Ww ( > 
Ty ‘ ¢ ¢ ta 















STEEL GASOLINE 
PUMP ISLAND FORMS 


For that new service station or remodeling job. 

. . Reduce gasoline pump installation costs . . . 
Saves Plenty of room to make 
suction pipe, electrical, water or air connections. 


concrete 


No Chipping or Cracking 


A Stays Neat and Attractive for Years 


WRITE FOR INFORMATION OR PRICES 


W. B. GOODE COMPANY 


2915 W. LEIGH ST. * RICHMOND 21, VA. 








PLUG | 


Prevents Spillage 


For Nozzle Tubes 
from I!/,"" 
to 154" O.D. 


$1.95 ea. 


Dealer Inquiries 
Solicited 





RICHFILL NOZZLE PLUG CO. 
S. E. C. 39th & Market Sts. 
Philadelphia 4, Pa. 


Superior 
Specifications 








KERR—McGEE OIL INDUSTRIES, INC. 


CYLINDER 
STOCKS 


Fine Lubricating Qualities 
For Greases and Fluid Lubricants 






306 N. ROBINSON * OKLAHOMA CITY, OKLA. * PHONE RE 9-061) 


GASOLINE MARKETS 
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OUTDOOR “selling pictures...” 























F Outdoor Advertising : , 


Poster designed by Joseph Katz Co. 


create buying action for AMOCO! 


“We want motorists to think of Amoco when they’re 
in their cars and when they’re on the road. Outdoor 
advertising is the way to do it. We have the finest 
Mr. John B. Goodman, products and service they can stop for. This is the 
Advertising Manager message we want delivered to the motoring public 
RTA ee San a: at the point and time of purchase. That’s why today 
Outdoor is our number one advertising medium—one - 
that has been used by us for more than thirty years.” 


8 out of 10 people remember Outdoor Advertising!’ 


OA I 


OUTDOOR ADVERTISING INCORPORATED 


WATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK + ATLANTA + BOSTON + CHICAGO + DALLAS + DETROIT « HOUSTON + LOS ANGELES + PHILADELPHIA + ST. LOUIS » SAN FRANCISCO ~ SEATTLE 


*Urban Poster Readers—Starch Continuing Study of Outdoor Advertising 
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“We were able to finance our growth 


. that never 





. .. but it took strict economy to do it” 


Houghland’s Won His Spur 


JOHN MASON HOUGHLAND is al- 
most as southern as the 125-year-old 
mansion he works in. When he went 
wildcatting in the oil country years 
ago, he took his foxhounds along. 

But Houghland’s love of hounds 
and horses hasn’t hurt his head for 
business. He’s proved that as founder- 
president of Nashville’s Spur Distrib- 
uting Co. Most recent proof came 
this spring, when Houghland won con- 
trol of his company after a long legal 
struggle (see page 88). 

The Man—Mason Houghland (pro- 
nounced Hoagland) is a_ short, 
squarely built man with thinning gray 
hair. He’s relaxed and impresses a 
visitor as easygoing, but he’s quick- 
spoken and at times can be curt. 

Houghland was born in the 1890's 
in southern Indiana, where interest in 
horses ran high. As a young man he 
set out with his hounds to drill for 
oil in Texas, Oklahoma and Wyoming. 


His marketing career began around 
1927, when an oil company hired him 
to study a small refiner-marketer that 
was up for sale. Everything looked 
fine to Houghland except the market- 
ing end, which seemed in terrible 
shape. His employer, however, saw 
nothing wrong. “So I began to ask 
myself if there wasn’t some better 
way to do it. 

“Practically all gasoline then passed 

through some kind of middleman . . 
I wondered why a station couldn’t be 
built on a railroad siding and gaso- 
line delivered direct. So I started with 
Station No. 1 in Old Hickory, right 
outside of Nashville, No. 2 in Chat- 
tanooga, and rapidly expanded there- 
after, going as far north as Indiana 
and as far south as Alabama before 
the end of the Twenties. Others fol- 
lowed our plan, many being known 
as tank car stations. 

“We had very littke money and not 
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much credit at the start, so we tried 
to build stations as cheaply as possible. 
I once put up several corrugated sta- 
tions for $60 apiece. They were small, 
of course.” 

The Vocation—Houghland looks 
back on plenty of highlights in Spur’s 
30-year history. “I believe we were 
the first to drop the use of canopies. 
I recall that was in the spring of 1928 

A contractor brought back an 
estimate that seemed higher than | 
expected, and on checking it he had 
made provision for a canopy, although 
none was specified. When I remarked 
on it, he replied, ‘Oh yes, I figured 
on that because I knew you couldn't 
build a station without a canopy.’ 

“We must be one of the few com- 
panies that never borrowed any 
money. We were able to finance our 
growth, but it took strict economy 
to do it. 

“We were also the first to add 
lawns and flowers to our stations. We 
emphasize that today. We try to build 
up rivalry between station managers, 
and take part in garden club contests 

“Contests are a good thing, I guess, 
but while I get letters of appreciation 
from winners, I never hear anything 
from the others. And that’s one of the 
inherent drawbacks of contests.” 

The Avocation—Houghland’s been 
a fox hunt enthusiast almost all his 
life. He’s Master of the Hillsboro 
Hounds, a group that’s out every 
Saturday from early November until 
spring. He lives in a district where 
amateur horsemen have held steeple- 
chases on their own farms since 1932 

But oil marketing will continue to 
run in the Houghland blood. Son 
Calvin sees to that as head of Direct 
Oil Co., a “baby Spur” that retails 
through 50 Southeast stations. 


News Notes... 





Melvin Hall, Phillips jobber in 
Noel, Mo., has taken over Southoil 
Co. of Florida, Inc., Jacksonville 
Vhilli..s jobbers for northeast Florida 
Phil Coulter has been appointed man 
ager of the company, now 
South Oil Co. of Florida 


named 


Philips Petroleum Co. has made 
several changes in sales department 
management assignments 
W. O. White and H. M. Nelson, 
formerly regional sales manager, are 
now assistant sales managers. White is 
in charge of the Chicago, St. Louis 
Indianapolis and Kansas City sales di 
(Continued on pare 163) 
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@ I L W dk R L ae F A C T: The industry has 


in use today enough Gates Oil Loading Hose to carry 


4,000,000 BBLS. PER HR. 


+. i Seo At docks all over the world sery- 


THE ESSO GETTYSBURG, with a cargo- § —siicing all kinds of tankers from the 
carrying capacity of 318,000 barrels, small to the very largest (like the 
is one of the largest tankers flying the “a Gettysburg ies here) you 
Ameri flag. . 
Wenn find Gates Oil Loading Hose doing 
around-the-clock duty. 


4 outstanding reasons 


why so many companies choose 
Gates Oil Loading Hose for their oil 
operations: 


- Leadership: Gates is one of the 
world’s foremost manufacturers of 
industrial hose and carries on—at 
Gates multi-million dollar Research 
Center—a continuing program of 
specialized Research aimed at in- 
creasing hose utility and lowering 
hose costs. 


Service: Gates engineers are hose 
specialists available to provide cost- 
free engineering service on all hose 
applications. 


: Quality: Gates hose has longer 
life built in. Cover fabrics have 
maximum abrasion and weather re- 
sistance. Tube stocks are com- 
pounded to resist effects of a variety 
of petroleum products. 


Safety: Each Gates Hose is static 
bonded to discharge electrical build- 
up—and is safety-tested in Gates 
Testing Laboratories. 


TPA2 
Gates Distributors wi 


are in the 
Yellow Pages 


Gates Oil Loading Hose may be fitted with any type of steel, bronze 
or aluminum nipples and flanges, or with Gates built-in rubber flanges. Data 
on specific applications is quickly available to you. Simply call your nearby 
Gates distributor for advice from a Gates Hose Specialist. 


The Gates Rubber Company e Denver, Colo. 
The Mark of Specialized Research 


Gates Oil Loading Hose 
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visions; Nelson is in charge of the 
Minneapolis, Omaha, Des Moines, 
Denver and Amarillo divisions. G. L. 
Lory is in charge in Spokane, Salt 
Lake City, Denver and Amarillo; 
G. E. Glatfelder directs the Tampa, 
Atlanta, Raleigh, Houston and New 
York divisions. 

N. S. Moon, former manager of the 
Chicago sales division, is now special 
assistant to the manager of the sales 
department. R. W. McBride, forme: 
regional manager, succeeds him. 
F. M. Burk, another former regional 
Manager, is now manager of private 
brand and special sales. 


Sam Bohlen was elected to his 
fourth term as president of the Ohio 
Petroleum Marketers Assn. Bohlen is 
owner of the Synder Oil Co. (At- 
lantic), Orrville. Elmo D. Hidy, Hidy 
Oil Co. (Texaco), Cincinnati, was re- 
elected vice president. Clyde E. Wall- 
ingford continues as executive secre- 
tary. 

Four incumbent directors were re- 
elected to three-year terms: William 
J. Loufman, president, Fleet-Wing 
Corp., Cleveland; George V. Glaskin, 
Community Oil Co. (Ashland), West 
Union; Raymond J. Wise, Ravenna 
Oil Co. (Socony), Ravenna, and Wal- 
ter J. Fry, Lite-Star Oil Co. (Fleet- 
Wing), Upper Sandusky. The eight 
other directors are holdovers. Louf- 
man is the lone supplier board mem- 
ber, as provided for by the constitu 
tion. 


Raymond J. Hotaling, Jr., has been 
named general sales manager of Mag- 
nolia Petroleum Co., Dallas, Tex. 
Before joining Magnolia, he was man- 
ager of the Elmira, N. Y., district of 
the parent Socony Mobil Oil Co. 
Winslow F. Gerrish succeeds him. 


C. J. Mitchell is now vice president 
and sales manager of Carlson Oil Co., 
Des Moines, Iowa, Conoco jobbers. 
He was formerly district manager for 
Sinclair Refining Co. 


Paul J. Vaananen former whole- 
sale division manager at St. Paul, 
Minn., for Skelly Oil Co., is now ex- 
ecutive assistant for marketing in 
Tulsa, Okla. He will take over details 
of marketing problems for the presi- 
dent and assistant department heads 
in working out mutual problems and 
coordination. 


Siteman: He’s a 30-year man 


Meet IBGMA's New Chief 


PHIL L. SITEMAN is the man who'll 
run the Independent Brand Gasoline 
Marketers of America, now that Gase- 
teria’s Gene Williams is selling his 
business (NPN—April, p118). 

As president of St. Louis’s highly 
successful Site Oil Co., the 62-year 
old Siteman has spent almost 30 years 
in private brand oil marketing. 
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Siteman came to this country as a 
boy (from Russia, by way of Liver- 
pool) and studied engineering in col- 
lege. Siteman was doing major con- 
struction work in St. Louis when the 
depression hit. Faced with financial 
problems, and with a parcel of un- 
used land on his hands, he decided 
to build 
as a speculation. 

A cost-shaver from the beginning, 
Siteman saw his business bloom fast. 
Throughout the Thirties he ranked as 
St. Louis’s foremost cut-rater—a rep- 
utation he’s been trying to shed since 
the early 50’s, when Site began stress- 
ing quality as well as price. 

Today Siteman and his 30-year-old 
son Alvin preside over an empire of 
175 stations in a dozen states. Gaso- 
line volume is around 130-million gal. 
annually, and the company is expand- 
ing outward from the Midwest toward 
the Northeast and Southwest. Alvin is 
the policymaker, consulting with his 
father on some matters. (For more 
about Site and the Sitemans, see NPN 

April °57, p 100). 


a couple of service stations 





Newest Continental 
Oil Co.’s Good Neighbor Awards are: 
Walter Duncan, jobber, Benton, Kan- 
sas; Joseph H. Horkley, commission 
agent, Rexburg, Idaho; N. Milo Jen- 
sen, commission agent, Ronan, Mont.; 
James T. Kelly, jobber, Altona, IIL; 
EK. H. MeNall, commission 
Guernsey, Wyo.; Jack Richey, com- 
mission agent, Edgemont, S. D.; D. D. 
Syers, consignee for a Conoco jobber, 
Sturgis, Ky., and Gan L. Thompson, 
commission agent, Buhl, Idaho. 


recipients of 


agent, 


Sergeant Lea, Jr., has been named 
manager of wholesale marketing for 
Atlantic Refining Co.’s southern mat 
keting region, headquartered in Char- 
lotte, N. C. Robert E. Glendening, 
former manager of direct marketing 
in New York sales region, moves to 


Philadelphia to succeed Lea 


California Petroleum Marketers 
Council has re-elected president W. 
H. Nickell, Western Hyway Petroleum 
Co., West Sacramento, and has also 
named him California director of the 
National Oil Jobbers Council. Bert 
Devere, president of Pathfinder Petro 
leum Co., South Pasadena, has been 
named chairman of the legislative 
committee, which will help formulate 
group policy and carry out decisions 


of the NOJC. 
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Gosney 


M. L. Gosney, 
chairman of the 
board and chair- 
man of the execu 
tive committee at 
Sinclair Oil 
Corp., is retiring 
after more than 
41 years with the 
company. P. C., 
Spencer, presi- 
dent since 1949, 
moves up to suc- 
ceed him and continues as Sinclair's 
chief executive officer. E. L. Steiniger, 
formerly vice president operations, 1s 


Steiniger 


the new president. 
° 


Gerald T. Dougherty, assistant gen- 
eral manager for commercial direct 
sales and bulk sales for Standard Oil 

(Continued on page 164) 
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LIFTING 


POWER 
FOR EVERY SERVICE! 





Runways onl Y 
or. Automatic, 
hock. Quicker 


The lowest cars cl 


d passenger: 
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THE WAYNE PUMP COMPANY - Division of Symington Wayne Corporation 
SALISBURY, MD., TORONTO, CANADA 
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Co. (Indiana), has retired after nearly 
39 years with the company. Before 
his appointment to his recent position 
last October, he was assistant general 
manager for industrial sales and tech- 
nical service for three years. 

Indiana Standard also announces 
that Paul E. Pavey has been named 
supervisor of youth activities in the 
public relations department coordi- 
nating company-sponsored programs. 

e 


Robert M. 
Gray, Esso Stand- 
ard Oil Co.’s ad- 
vertising manager 
since 1944, has 
been chosen to 
head a combined 
advertising - sales 
promotion — divi- 
sion. William N. 
Farlie, former as- 
sistant advertising 
manager, be- 
comes manager of operations for the 
new division. Vernon G. Carrier, for- 
mer assistant advertising manager, be- 
comes manager of industrial advertis- 
ing. Thomas W. Wilson, former sales 
promotion manager, becomes man- 
ager of motor products advertising. 


Gray 


James M. Patterson takes over as 
director of public relations for Amer- 
ican Oil Co. He succeeds James S. 
Haskins, who has resigned after six 
years in the post. Before joining Amo- 
co, Haskins was national field director 
for Oil Information Committee. Pat- 
terson has been serving as director of 
field services in the public relations 
department of the parent company, 
Standard Oil Co. (Indiana), since 
1956. He was responsible for coordi- 
nating Standard’s public relations ac- 
tivities in 15 Midwest states. 

td 


John M. Jasperson retires as as- 
sistant manager of Sun Oil Co.’s New 
England region, headquartered in Bos- 
ton. Russell C. Holcomb moves up 
from Jacksonville, Fla., where he was 
retail sales manager for the southeast- 
ern region, to succeed Jasperson. 


W. A. Petersen, president of North- 
land Products Co., Waterloo, Iowa, 
reports that 1958 marks the 50th an- 
niversary of the company. Northland 
is the succeeding company to the Bar- 
tles-Shepherd Oil Co. It’s one of the 
Midwest’s largest independent com- 
pounders and marketers of motor oils 
and gear lubes. 





J. Ronald Getty 
has resigned as 
administrative 
vice president for 
marketing, a 
company - wide 
co-ordinating job 
at Tidewater Oil 
Co. He will con- 
tinue to serve as 
a director. Getty 
left to take a 
senior manage- 
ment position with Getty Oil Co. in 
Europe. He is the son of J. Paul 
Getty, head of an oil empire that in- 
cludes both Tidewater and Getty Oil. 

Tidewater’s eastern division has an- 
nounced three promotions: Rodman S. 
Lamorelle to service station planning 
supervisor for the Virginia district, 
Gordon E. Spooner to district sales 
merchandiser in Richmond, Va., and 
Wilbur Hammaker to acting area 
sales supervisor at Richmond, suc- 
ceeding Lamorelle. 


Getty 


Dale Wright is now director of ad- 
vertising and sales promotion, a new 
position at Frontier Refining Co., Den- 
ver. He has been advertising manager 
for the past three years. 

*. 


Armin Onken and his son Ken are 
new Frontier Refining Co. jobbers at 
Sidney, Neb. New Cities Service Oil 
Co. (Del.) consignees at Cadillac, 
Mich., are the Klein brothers, Peter 
and Robert. 


Clyde Lyddon, Smith Oil & Refin- 
ing Co., Rockford, was re-elected to 
a second term as president of the 
Illinois Petroleum Marketers Assn. 
Karl Friend of Chicago and Jack 
Sweney of Peoria were re-elected 
first and second vice presidents re- 
spectively. 

Re-elected directors for three year 
terms were Leo Bennet, Windsor; 
Russell Stewart, Champagne; Roy 
Thompson, Chicago; and Miles Scher- 
merhorn, La Salle. Newly elected to 
the board for a three year term was 
Frederick R. Manny of Lincoln. 


J. E. Taylor, former director of the 
automotive engineering division is now 
director of automotive research for 
Gulf Research & Development Co. 
His office will be in Birmingham, 
Mich., near Detroit. C. W. Butler, 
former assistant to Taylor, moves up 
to succeed him. 

(Continued on page 166) 











Two strands of steel wire add 
strength, conduct static electricity to the 
ground through UL-approved couplings. 











Neoprene tube resists high- 
octane gasoline, stays flexible 
at sub-zero temperatures. 



































QUAKER “QUAPRENE” HOSE 
handles all gasoline grades 


Double-wire reinforced for 
strength and static elimination 


QUAPRENE gasoline-pump hose 
is compounded to pump the wide 
range of today’s octane grades. Its 
synthetic rubber tube is not affect- 
ed by hydrocarbon attack. Non- 
swelling, thick, and smooth, the 
tube maintains maximum fuel flow 
throughout its long life, and can’t 
contaminate its contents. 


Strong cotton-yarn reinforcement 
is interwoven with two parallel 
strands of steel wire, which prevent 
kinking and act as static conduc- 


tors grounded to the couplings. 
The strong neoprene cover with- 
stands severe and the 
actinic action of sunlight. 


abrasion 


Available in cut lengths with UL 
seal couplings, or in long 
lengths; 34’ 1.D.; 114” O.D. 


reel 


For complete information on Quaker 
QUAPRENE hose, write Quaker 
Rubber Division, H.K. Porter Com- 
pany, Inc.; Philadelphia 24, Pa., or 
Pittsburg, California. 


H.K. PORTER COMPANY, INC. 


QUAKER RUBBER DIVISION 
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No. 93-U 
Extractor Type 
VERTICAL CHECK 
VALVE 






a 


NEW! “‘Unencumbered” “‘Easi- 
er to remove” Spring Assem- 
bly. NEW! Improved wing-guide 
steers the poppet to a positive 
leakproof seal. 


OPW’S 
CHECK 
VALVES 
Hold Prime! 


No ordinary group of valves, 
these OPW Check Valves have 
been specifically designed, 
ground and lapped for gaso- 
line service. They are 100% 
tested to effectively and relia- 
bly do a particular job... hold 


These are but a few of OPW’'s 
holders. Write for new 
Bulletin F-24 describing other 





bf 





No. 175 Horizontal 
No. 86 Single Check Valve j 


Foot Valve 





No. 14 Single 
Poppet Angle 
Check Valve 


No. 42 Double 
Poppeted Angle ; 
Check Valve 








t 


PW CORPORATION 


2735 COLERAIN AVE. 
CINCINNATI 25, OHIO 
Kirby 1-5400 
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McClanahan Vesper 


Stancal Shifts Some 


PFHERE’S A NEW LOOK AHEAD 
in East Coast marketing: Standard 
Oil Co. of California is putting its 
Chevron on stations supplied by its 
subsidiary California Oil Co. The 
Calso brand is on its way out, as part 
of Standard’s aim of becoming “a na- 
tionwide and worldwide concern” (see 
page 18). 

As part of this move, E, J. Me- 
Clanahan has left his post as _presi- 
dent of Standard Oil Co. of Cali- 
fornia, Western Operations, Inc., to 
return to the parent company, Stand- 
ard of California, as director of mar- 
keting. He will develop, interpret and 
coordinate policy on marketing ac- 
tivities for the corporation and op- 
erating companies. McClanahan_ be- 
came president and chairman of the 
subsidiary when it was organized in 








Pickard 


Key Men 


1954. He retains the chairmanship of 
Western Operations. 

Howard G. Vesper, marketing vice 
president of Western Operations since 
its inception, moves up to president. 
He was previously in charge of mar- 
keting and supply and transportation 
in the Far West, Alaska and Hawaii 
for the parent company. 

B. W. Pickard, president of Calli- 
fornia Oil Co. for the past three years, 
succeeds Vesper. He was formerly 
Standard’s assistant general sales man- 
ager. 

E. E. Wall, former marketing vice 
president of California Oil and one- 
time regional sales manager for Stand- 
ard, is Pickard’s successor. 

W. S. Morris, California Oil’s gen- 
eral sales manager for the past year, 
is now a vice president. 





R. O. Shirk, Shirk Oil Co., Oelwein, 
had a good reason for missing the 
lowa jobber meeting recently. He was 
vacationing on a “banana boat” bound 
for Central America at the time. 

« 

Bill Thompson has been averaging 
better than a speech a day up and 
down the Pacific coast for Union Oil 
Co. He joined Union in a public serv- 
ice Capacity and is speaking in behalf 
of the company before groups of all 
kinds, — especially youth — groups. 
Thompson is a long-time radio and 
IV personality, most widely known as 
the creator of The Old Timer and Mr. 
Wimple on the Fibber McGee and 
Molly radio show. He has also worked 
with Walt Disney as an actor-writer 
and has been a major “voice” in 
numerous Disney films. 

e 

Albert L. Walters has joined the 
staffs of the Liquefied-Petroleum Gas 
Assn. and its California affiliate 
Western Liquid Gas Assn. He will 
be West Coast representative head- 
quartered in San Francisco. 


Carl A. Lemon has been named 
manager and W. G. Noble assistant to 
the manager of Sunray Mid-Continent 
Oil Co.’s newly organized natural gas- 
oline and LPG purchases and _ sales 
division. 

D-X’s new wax sales department 
will be headed by Donald T. Jones. He 
comes to them from Industrial Raw 
Materials Corp., New York. He was 
previously with Atlantic Refining Co. 
in the technical products department 
and with Socony Mobil Oil Co. in the 
research and development division. 

e 


John Rae, retired marine transporta- 
tion manager for American Oil Co., 
has been succeeded by Wilbur A. 
Walz. 


National Oil Jobbers Council’s 
1958 committee chairmen are: nom- 
inating committee, John Harper, 
Empire State; constitution and by- 
laws committee, James W. Scanlon, 
New England; membership commit- 
tee, George W. Calkins, Colorado; 
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New compact design 

engineered by Ingersoll-Rand 

... Channel-flo is the first 
motorcompressor built specifically 
for automotive service! 


























Outstanding Channel-flo compressor ' 
: !' SAFE 
efficiency and operating economy are 
r 
AND 
\ helping modern establishments every- 


COMPACT 


where to improve their service profit- 
ably. Famous Ingersoll-Rand depend- 
ability assures the maximum in trouble- 
free performance. The Channel-flo is 
now available in 114 and 2 horsepower 


sizes and rated at 200 psig. 


Bulletin No. 1547 details complete 





Channel-flo specifications and features 


such as Balanced Opposed Piston Con- Channel-flo direct motor 
drive without belts or 
coupling assures maxi 
mum safety, perfect 
alignment and a more 
compact design that 
saves floor space 


struction, I-R Channel Valve and many 


others. Write today for your copy or 


see your I-R Jobber. 


3-837 





F igh 


Ingersoll-Rand elie 


11 Broadway, New York 4, N.Y. 








—S—S—S——— — — =|>|>]>~_Lh»=__S>ESE>E=>=EEE ee 


To learn how to serve you better 


se . . 
National Petroleum News . .. has inaugurated a regular series of 
research studies designed to discover what in National Petroleum News is of | 


interest and value to you, and what isnt. 


This research program will be conducted by means of personal interviews | 
with about 150 of you for each issue studied. So, if one of the interviewers 
calls on you, please give him the best cooperation you can. Remember, he’s _ | 


trying to find out how we can make NPN more useful to you. 
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About Oil People 





budget and finance, T. H. Albenesius, 
Jr., South Carolina; editorial policy 
and publications, Miles M. Mills, Sr., 
lowa; fuel oil, William F, Kenny, Jr., 
Empire State; industry and _ public 
relations, Leslie R. Neal, Texas; in- 
surance, E, J. Connable, Tennessee; 
legislation and tax, L. B. Jennings, 
Tennessee; marketing, Richard L, 
Kuss, Ohio. 

Subcommittee chairmen are: Gen- 
eral committee on industry and public 
relations—jobber development (form- 
erly education), B. L. Coughlin, Texas; 
jobber-dealer liaison John Harper, 





FIG. 148 











Empire State, and public relations, 
Roy J. Thompson, IIlinois. 

General committee on legislation 
and tax—fair trade practices Tom 
D. Witt, Nebraska; highway and toll 
roads, D. Worth Joyner, North Caro- 
lina; imports, John H. White, South 
Carolina; legislation, G. W. Calkins, 
Colorado; tax, James E. Herriott, 
Iowa, and North American gasoline 
tax conference liaison, Joseph D. 
Hadley, Michigan. 

General committee on marketing— 
economic concentration, H. Halsted 
Park, Jr., Empire State; jobber con- 


FIG. 143 


FIG. 242 


tracts, Sterling D. Wooten, North 
Carolina; phantom freight, R. B. Rit- 
ter, lowa; supply, R. W. Higinbotham, 
Pennsylvania, TBA merchandising, 
James Swanson, Georgia, and jobber 
accounting and statistics, Clyde O. 
Lydon, Illinois. 


R. C. Working, former assistant 
purchasing agent for Bankline Oil Co., 
Los Angeles, has moved over the mar- 
keting division. He will be in charge of 
sales of fuel oil, coke, and other spe- 
cialty products, principally in the 
southern California area. 


E. W. Gould, Jr., has sold his 
Gould Oil Co. of Hyannis, Mass., to 
Tidewater Oil Co. He will stay on as 
a consignee (see page 18). 

e 


George de Lani Carter, supervisor 
of transportation and terminal opera- 
tor, Orange State Oil Co., Miami, has 
retired after 33 years with the com- 
pany. 


R. J. Liggett has been elected vice 
president and director of Tiona Petro- 
leum Co., a subsidiary of Elk Refining 
Co. Tiona, formerly in Philadelphia, 
has just moved its headquarters to 
Camden, N. J. 














Garland Thompson, sales promo- 
tion and advertising manager in the 
western region office of Standard Oil 
Co. (Indiana) at Des Moines, Iowa, 
has been appointed manager of sales 
training in the Chicago general office. 
He succeeds Henry L. Porter, sched- 
uled to retire July 1. 








| Bulk Plant Fire Losses can be 


e 
minimized by the installation 





The 25th anniversary convention of 
the Oil Men’s Assn. of Alabama had 
a large turnout—over 500 oil men ’ 
were there to celebrate. Silas W. Davis, 
Alabama division manager for Ar- 


of Morrison Escapement and 
Emergency Valves. 


PROTECT YOUR BULK PLANT NOW. || /{//(|JJ 






































\y kansas Fuel Oil Corp. and chairman 
; , y of the association, presided. 
Details furnished on request. y ee 
. 
me E. L. Hilliard has been transferred 


to Memphis, Tenn., as manager of 
Continental Oil Co.’s new Arkansas 
district. Paul K, Sloan, formerly dis- 
trict marketing manager at Wichita, 
Kan., succeeds Hilliard as assistant 
manager of the Oklahoma City mar- 
keting division. W. J. Bunt succeeds 
Sloan. 






































MORRISON BROS. COMPANY 
OlL EQUIPMENT HEADQUARTERS 
DUBUQUE, IOWA 








168 NATIONAL PETROLEUM NEWS * May, 1958 











WHY DO 
OIL MARKETERS 
READ NPN*? 














BECAUSE IT’S FULL 
OF USEFUL MONEY- 
MAKING |DEAS/ 





* National 
Petroleum 
News 7ic magazine for 


ou marketing-management 













Deaths ... 


George Leo Switzer, 60, retired 
from Shell Oil Co., died March 15 
while vacationing in Fort Lauderdale, 
Fla. He joined Shell in 1929 and three 
years later was named merchandising 
manager in the home office. He later 
served as manager of service stations, 
manager of tank wagon sales, man- 
ager of retail sales and in 1940 was 
named manager of retail marketing. 





About Oil People 





George M. Whelan, 73, retired 
general manager of sales for American 
Oil Co., died March 17. 

Whelan was with Standard Oil Co. 
(Indiana) from 1902 to 1923, then 
joined Pan American Petroleum and 
Transportation Co., the predecessor 
of American Oil, in 1926. 

Upon retiring in April, 1950, he 
moved from New York City to Fort 
Pierce, Fla. He is survived by his 
wife, two sons, a daughter, a sister 
and eight grandchildren. 
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Look at 


your air 


compressor 





operating air tools, lubricatir 





ys 


Yes, it’s right in there working for you every hour 


ao 
1g, 


= 
> 
= 





hoisting, 


lire servicing, painting, spray- 


washing and even crushing oil cans! That’s why it makes so 


much sense to get a compressor you can depend on 


Quincy. Models available for every automotive need 


a reliable 


genuine 


Quincy parts and service available almost everywhere. Clip and 


mail coupon today! 


NAME 


Yuincy 


city 


COMPANY 


ADORESS 





QUINCY COMPRESSOR CO. Dept. NPN-558 
QUINCY, ILL. 

Gentlemen: 

Send free catalog of Quincy Compressors for 
automotive use, 


ZONE STATE 









Coming your way in May* 


the 1958-59 


=~ FACTBOOK 


ISSUE 

Published annually in mid-May, 
the NPN FACTBOOK is your year-round desk reference file. 
The FACTBOOK puts at your fingertips 
the statistical and reference information basis for 
better executive performance, managing, and growth planning. 
The NPN FACTBOOK provides you with all the facts . . . from the names, 
addresses and officers of the many industry associations 
to NPN’s exclusive 10-year forecast of 
oil marketing growth and trend development. 
Passenger car data, 
a bulk plant and terminal directory, 
farm market figures, 
fuel oil and LPG information, 
marketing territory and product distribution outlines 

for all the larger oil companies, 
service station trends, 
TBA statistics, 
and buying directories for TBA 

and oil marketing equipment 
are but a few of 
the kinds of information 
you will find in the mid-May NPN FACTBOOK issue. 


*K If you're a subscriber to NPN then, that is. Otherwise order one now before 
publication (there'll be none left after) through National Petroleum News’ 
Reader Service Department, 330 W. 42nd St., New York 36, N. Y. The price: $2.00 a copy 


Vevvds Sitesliess, 
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Coming Meetings 


MAY 


Georgia Oil Jobbers Assn., annual meeting, The King & Prince 
Hotel, St. Simon’s Island, May 2-3. 


Liquefied Petroleum Gas Assn., annual meeting and trade 
show, Conrad Hilton Hotel, Chicago, May 4-7. 


Assn. of American Battery Manufacturers, Waldorf Astoria 
Hotel, New York City, May 5-7. 


Oil Heat Institute of New England, annual convention, Hote! 
Sheraton-Plaza, Boston May 7. 


Indiana Independent Petroleum Assn., spring convention 
French Lick Springs Hotel, French Lick, May 7-8. 


Connecticut Petroleum Assn., 8th annual convention and trade 
show, Statler Hotel, Hartford, May 8. 


Virginia Petroleum Jobbers Assn., annual meeting, Hotel John 
Marshall, Richmond, May 8. 


© Virginia Oil Men’s Assn., annual meeting, Hotel John Mat 
shall, Richmond, May 9. 


Pennsylvania Petroleum Assn., Hote! Bedford Springs, Bedtord, 
May 11-13. 


Tennessee Oil Men’s Assn., semi-annual meeting, Castle in the 
Clouds Hotel, Chattanooga, May 11-13 


North Carolina Oil Jobbers Assn., spring convention, The 
Carolina Hotel, Pinehurst May 11-14. 


Gasoline Pump Manufacturers Assn., annual meeting, The 
Cloister Hotel, Sea Island, Georgia, May 12-14. 


Oil Heat Institute of Wisconsin, management institute, Boston 
School of Advanced Oil Heat Training, Milwaukee. May 14-16 


API Division of Marketing, lubrication committee meeting, 
Grand Hotel, Point Clear, Ala., May 19-20. 


National Oil Jobbers Council, mid-year meeting, Hotel Jung, 
New Orleans, May 19-21. 


API Division of Marketing, Roosevelt Hotel, New Orleans, 
May 21-23. 


Louisiana Oil Marketers Assn., annual meeting, Roosevelt 
Hotel, New Orleans, May 23-25. 


JUNE 


API Oil Information Committee, Sheraton Hotel, Chicago 
June 4-6. 


Oil Industry TBA Group, Canadian section, annual meeting 
Royal York Hotel, Toronto, June 5. 


Arkansas LP-Gas Assn., annual meeting, LaFayette Hotel 
Little Rock, June 8-10. 


Society of Automotive Engineers, summer meeting, Chalfonte- 
Haddon Hall, Atlantic City, June 8-13. 


Oil Heat Institute of America, annual meeting (trade show at 
Coliseum), Park Sheraton & Barbizon Plaza Hotels, New York 
City, May 9-13. 


Maine Oil & Heating Equipment Dealers Assn., annual meet 
ing and trade show, Sebasco Lodge, Bath, June 12-13. 


Georgia Oil Jobbers Assn., 6th management institute, Uni 
versity of Georgia, Athens, June 16-19 


> First listing. 
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Pennsylvania Grade Crude Oil Assn., annual meeting, Pen- 
hills Club, Bradford, June 19. 


> Northwest Petroleum Assn., summer meeting, Breezy Point 
Lodge, Pequot Lakes, Minn., June 21-23. 


American Society for Testing Materials, annual meeting and 
exhibit, Hotel Statler, Boston, June 22-28. 


Interstate Oil Compact Commission, mid-year meeting, Hotel 
Utah, Salt Lake City, June 23-25 


AUGUST 
Society of Automotive Engineers, national West Coust meet 


ing, Ambassador Hotel, Los Angeles, Aug. 11-14. 


South Carolina Oil Jobbers Assn., |Sth annual summer 
meeting, The Clemson House, Clemson, Aug. 24-26 


SEPTEMBER 


> Intermountain Oil Jobbers Assn., annual meeting, Challenger 
Inn, Sun Valley, Idaho, Sept. 1-2 


»>Empire State Petroleum Assn., Saranac Inn, Saranac Lake, 
Sept. 7-9 


> National Petroleum Assn., 56th annual convention, Traymore 
Hotel, Atlantic City, Sept. 10-12. 


PIilinois Petroleum Marketers Assn., management institute 
Robert Allerton Park, Monticello, Sept. 14-17. 


> Pennsylvania Petroleum Assn., fall meeting, Pocono Manor 
inn, Pocono Manor, Sept. 21-23. 


> Independent Oil Compounders Assn., annual meeting, Palmer 
House Hotel, Chicago, Sept. 28-30. 


OCTOBER 
> California Natural Gasoline Assn., annual meeting, Hunting 


ton-Sheraton Hotel, Pasadena, Oct. 9-10. 


> American Petroleum Credit Assn., annual meeting, Dinkler- 
Plaza Hotel, Atlanta, Oct. 12-15 


Kansas Oil Men’s Assn., annual meeting, Lassen Hotel, 
Wichita, Oct. 12-14. 


> Packaging Institute, annual meeting, Edgewater Beach Hotel, 
Chicago, Oct. 13-15. 


> American Society of Lubrication Engineers and American 
Society of Mechanical Engineers, lubrication conference, Hotel 


Statler, Los Angeles, Oct. 13-15 


> National Assn. of Oil Equipment Jobbers, annual meeting 
and trade show, Adolphus Hotel, Dallas, Oct. 15-17 


> West Virginia Petroleum Assn., annual meeting, Danie! Boone 
Hotel, Charleston, Oct. 16 


> Pennsylvania Petroleum Assn., management institute, Penn 
sylvania State University, State College, Pa., Oct. 19-21 


> Tennessee Oil Men’s Assn., annual meeting, Andrew Jackson 
Hotel, Nashville, Oct. 19-21 


> North Carolina Oil Jobbers Assn., Grove Park Inn, Ashville 
Oct. 19-22 


Society of Automotive Engineers, national transportation 
meeting, Lord Baltimore Hotel, Baltimore, Oct. 20-22 
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CLASSIFIED =~ LIMITED 


The advertising rate is $17.75 per inch for Equipment $1.80 a line. Minimum 3 lines. Box numbers count 
; ; ial one additional line. 
5 POSITION WANTED. Undisplayed rate is one half 
of above rate, payable in advance. 
EMPLOYMENT OPPORTUNITIES 
é : DISCOUNT of 10 f full payment is made in ad- 
The rate is $27.00 per inch. Subject to Agency ance of four a RB fasertions of undisplayed 
Commission ads. 9 
column, 3 columns—30 inches—to a page. AT, 4 
Send NEW ADS or Inquiries to est Advertising Division 
NATIONAL PETROLEUM NEWS. Box 12, New York 36, 
June Issue closes May 14th. 


Railroad Tank Car Tanks COMMISSION /DISTRIBUTORSHIP 1957 EDITION 


6,500 to 12,000 Gal. Cap. H ¥ ° 
ne ae emdalied in North-central Pennsylvania 


Ga — a se Includes 80 car brick storage garage ¢ 
eavier -—— of == eape . . l drive-in s Py 
Other Tonks Teo with 180,000 retail volume, a oreian 
Also —- Compete Tank Cars service station, bulk plant, trucks, Contains any g 
8,000 and 10,000 Gal. Cap. field equipment. 
Your Inquiries Solicited 


Net income history indicates complete and domestic oil price or 
FOUIPRENY COUPORATION | | erzssluye Aowrximetsy'$28'8080 || | oil price change in 1957 


cash needed. 


Coe pee BO-7640 National Petroleum News as reported in OILGRAM 
Telephone—Diamond 3-1117 Class. Adv. Div., P. 0. Box 12, N. Y. 36, N. Y. PRICE SERVICE. Reports 
FOR SALE for each petroleum prod- 


‘ ADDRESS BOX NO. REPLIES TO: Box No. 
42 Model C-90 Autocar COE, 2000 gal. tank. Classified Adv. Div. of this publication 


6,000 orig. miles. Pump G meter. De-watering Send to office nearest you. f uct the average lows, ayv- 


filters. Call evenings—Alpine 7-4343 or 7-9002. NEW YORK 36: P. O. BOX 12 


V. Strothers Est. CHICAGO 11: 520 N. Michigan Ave. erage highs, average lows 


Perkasie, Penna. SAN FRANCISCO 4:6 ost St. 
AN FRANCI 8 I S and highs for each 
FUEL OIL JOBBERS-DISTRIBUTORS month of 1957. 


A complete budget payment plan now available = POSITION VACANT = 
for your customers, including budget payment 


coupon books. For free samples write: Qualified pump mechanic familiar with Tok- A valuable working tool 


heim Wayne, Bowser, hydraulic lifts and air 


CALCULATORS compressors to work in Miami, a d f h - 
ij letter giving references, experience, age. P-7547, = 
P. 0. Box 1054, Mansfield, Ohie National Petroleum News. an a must or t e price 


FOR SALE <= POSITIONS WANTED —--—-—— | | Conscious oil-man. 


Oil company commission distributorship with one aI oF : 
of the four leading companies in Kentucky. Service Marketing Operations Manager. Successful 
Stations, commercial and agricultural trade. Good i 


record in large distributor and jobber sales man- a 3 di 4 bo 
tue! olf gallonage. Over twenty-five resale accounts. agement. Buperionced in real estate promotion, This 4th e ition is now 


Investment required for purchase of two service " f * ‘ . y 
seations, treks, tanks. wear TBA laveniery, financing, credit and warehousing. Qualified for 


2 general management of listributorship or a 
BO-7635 National Petroleum News re slenad tahber sales certian. Present po- availa ble. Also a few 
520 N. Michigan Ave., Chicago 11, III. sition excellent but seek greater opportunity. 3 
Outstanding references and past performance 
will support closest scrutiny. Willing to relocate 1956 copies left. Order 


einiomietais and travel. Licensed pilot. PW-7781, National 


Petroleum News. ! 
PROFESSIONAL || — _— 


Sales executive and General Manager with 
thorough knowledge of petroleum business at ee 


major oil and distributor levels. Experience 
_ SERVICES covers all products and services including service Please send me the 1957 Issue 


station operation. Capable of establishing and 


ee ae ee directing sales program, handling advertising of the OIL PRICE HANDBOOK, 


and coordinating other company functions. Ex- 


cellent references with logical reason for seeking 34th Edition @ $20 
change. Write in full confidence to PW-7677, 
National Petroleum News. Prefer personal in- 


PROPANE GAS PLANTS | “""" No. copies 


ANHYDROUS AMMONIA PLANTS |: FOR SALE | | 1956 Issue, 33rd Edition 
Designed and Installed Tank Trailers—Sale or Lease—4000 to 8300 No. copies 


gal.--steel & aluminum. Hajoca Tank Co., Inc., 
PEACOCK CORPORATION 1400 Kansas Ave.—-K. C. Kansas MA-1-2363. Name 
Box 268, Westfield, N. J. —_—_—_—_— 
For ‘Sale—3—Yole & Towne Tri-Rotor Pumps 
200 AV 6-B-3L Rockwell Rotocycle Meters. Address 
David Slinger—Randolph— Wis 


INTEGRATED DATA —— City 
PROCESSING SYSTEMS pninsmioeaci nee =| Ilene 


engineered for control, economy, speed, Bulk Oil Plants Propane Gas Plants—Selected 


: properties throughout the midwest. We specialize 
accuracy and cost reduction. in selling petroleum properties. Ole Brodd Petro- State 
EDWARD FLAMM, MGR. leum Marketers, 605 Produce Bank Bldg., Minne- 
347 MADISON AVENUE, N.Y. 17, N. Y., ORegon 9-2191 apolis 3, Minnesota. Company 


AN ADVERTISING INCH is measured % inch vertically on one 


yr 
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Equipment (Used or Surplus 

New) For Sale 





BEGoodrich| 


\" 


ew hose smothers the pulsation 
that causes leaks in other hose 


fone TIVE pulsations, shock and 
surge loads that cause most hose 
to weaken and finally leak are easily 
absorbed by this B.F.Goodrich dock 
loading hose. Here’s why: 

In ordinary hose, stiff fabric plies are 
used as reinforcement. The cross cords 
of these square woven fabrics tend to 
‘saw’ each other apart as the hose pul 
sates. But in B.F.Goodrich 975 dock 
loading hose, the fabric plies are re- 
placed by nylon cords which make it 
20% more flexible. 


These nylon cords run parallel with 
no cross threads to tie them together, 
are completely surrounded by rubber. 
They are free to ‘give’ and absorb the 
pulsation set up by the pumps. 

This B. F.Goodrich hose ts also easier 
to handle because it’s much lighter 
than ordinary hose—almost 22% light- 
er in some sizes. Yet it has the strength 
to handle working pressures of 200 
pounds, 

For protection against the rough 
dock service, the cover of this hose 1s 


made of a tough rubber compound 
that resists abrasion, weathering, sun- 
checking and aging. It is built to take 
full vacuum. A spiral heavy spring wire 
is imbedded in the rubber, prevents 
collapse, increases crush resistance. 

Ask your B.F.Goodrich distributor 
to tell you more about Type 975 dock 
loading hose—an improved hose that’s 
easier to handle, faster to connect and 
reduces operating costs. B.F. Goodrich 
Industrial Products Co.., Dept. M-339, 
Akron 18, Ohio. 


B.EGoodrich dock loading hose 
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NEVER BEFORE A_ DISPENSER LIKE THIS TOKHEIM 


Pra 


ntercep for 


DREAM PUMP FOR THE JET AGE! 





Watch For 


Announcement / 








DISPENSING EQUIPMENT 
for Farms-—Fleets—Factories 


and wherever petroleum and many other liquids are dispensed. 

THE Erie Hand Pump Line is complete—includes double acting piston, 
rotary and plunger types—metered and non-metered— 

quart and gallon capacities—for barrel, skid tank, 

square or rectangular tanks. Catalog 1669 describes them all. 


For farms, factories, fleets, etc. 


Model 907 Fueler is an efficient, attractive, non-commercial motor 
driven pump. It’s 45” high and 

18” square. Capacity 12 to 14 

GPM—Underwriters’ approved. 

Cabinet is bonderized with 

baked enamel finish—panels 

snap on and off for easy access. 

It’s built for rugged service. 


Ask for Catalog 1669—it covers 
the big Erie Hand Pump Line. 


Ask for Catalog 1680—for 
complete data on Erie Model 907 
Farm and Industry Fueler. 














